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Rough Proofs 


The Saturday Evening Post has 
finally decided to accept cigarette 
advertising. Perhaps Old Golds per- 
suaded Mr. Curtis to participate in 
a blind-fold test. 


* * * 


In spite of having lifted the ban 
on cigarettes after many years of 
proscription against the wicked pill, 
The Saturday Evening Post is no 
doubt rejoicing in the consciousness 
of having conducted another noble 
experiment. 

*” * * 


One of the sad features of the 
new cigarette advertising policy of 
the Post is that now only the W. C. 
T. U. and the State of Kansas are 
left defending the morality of cigars, 
pipe tobacco and maybe snuff, and 
insisting on the immorality of cigar- 
ettes. The Post will be missed by 
its old buddies. 


* * * 


Bill Heer, the hero of the new 
Staley corn-syrup advertisements, is 
described as possessed of an edu- 
cated taste, which he uses in blend- 
ing his syrups into delectable mix- 
tures for the trade. A man with a 
taster like that is wasted in that 
branch of the corn-syrup industry. 

* x ca 


“Any industry which accounts for 
a billion dollars a year in business,” 
Edward S. Friendly, of the New 
York Sun, is quoted as having said 
in a speech in San Francisco, “is 
founded upon principles so sound it 
cannot be successfully attacked.” 

Maybe he’s right; look at the lack 
of success Uncle Sam has had at- 
tacking our billion-dollar bootleg 
industry. 

* * ” 


Some of the New York copy-sharks 
are now willing to admit that they 
dictate their copy, instead of pound- 
ing it out laboriously on their own 
typewriters, as Copy Cub and other 
famous writers do. This may be a 
new idea, but I have secretly 
thought that a lot of the copy which 
has appeared recently in expensive 
space was dictated—and not read. 

* * * 


Dictating copy instead of writing 
it somehow reminds me of the re- 
mark of the lad who joined the navy 
during the late lamented war. 

“In the army,” he explained, “you 
do your walkin’ walkin’, but in the 

,”? 


navy you do your walkin’ ridin’. 
* * * 


A New York advertising man has 
made a revolutionary discovery— 
that the way to find out about the 
merits of laundry soap is to do the 
week’s wash with it. Most adver- 
tising men are far too chivalrous to 
invade women’s sphere with any 
such activity as this. 

* * * 


After reading the quiz-chart pre- 
pared by the Industrial Commission 
of the New England Council, be- 
ginning, “Do we maintain records 
of sales, by items? lines? accounts? 
territories? salesmen?” one has a 
sneaking sympathy for the harassed 
manufacturers who flunk the test. 

* * * 


The Borden Farm Products Com- 
pany is having its milk-wagon 
drivers deliver its advertising mate- 
rial to consumers, thus establishing 
a very efficient and inexpensive sys- 
tem of direct male. 

: Copy Cus. 


McCANN AND 
ERICKSON IN 
CONSOLIDATION 


New York Agencies to Merge 
October 1 


New York, Sept. 4.—Another big 
agency merger will take place 
October 1, when the H. K. McCann 


H. K. McCann 
Company and the 


Erickson Com- 
pany, Ine., will become a_ single 
organization. Details of the con- 
solidation, including the new name, 
location, personnel, etc., are now 
being worked out. 

The merger will affect many out- 
standing advertising figures, includ- 
ing two former presidents of the 
American Association of Advertis- 
ing Agencies: A. W. Erickson, pres- 
ident, and Harry Dwight Smith, 
vice-president and general manager 
of the Erickson Company. Mr. 
Smith joined the agency in 1928, 
coming from Fuller & Smith, Cleve- 
land, of which he was president. 

Harrison King McCann, president 
of the H. K. McCann Company, is a 
charter member and one of the 
founders of the Four A’s. He served 
as chairman of its executive com- 
mittee for the year ended last May. 

Mr. McCann formed the H. K. 
McCann Company in 1912 at the 
age of 32. Prior té that time, he 
had served the Amsterdam Adver- 
tising Agency, the New York Tele- 
phone Company and the Standard 
Oil Company, being advertising 
manager of the last two. 


Following the Flag 


In spite of his youth, Mr. McCann 
was eminently successful in the 
agency field, partly because he was 
one of the first to realize that the 
American eagle was spreading its 
wings. He established offices in 
Paris, Berlin and London, largely 
to serve American advertisers ex- 
panding the scope of their opera- 
tions. 

The Erickson Company antedates 
the McCann agency, having been 
established in 1902, and _ incorpo- 
rated in 1911. Mr. Erickson evolved 
the famous Barrett method of spec- 
ifications for roofs. Newcomb Cleve- 
land is chairman of the board of 
the Erickson Company. 


Five Advertisements 
Ride with Coste in 
Paris-N. Y. Flight 


New York, Sept. 4—The first ad- 
vertising copy to cross the ocean by 
airplane accompanied Captain Dieu- 
donné Coste and Maurice Bellonte 
from Paris to New York and was 
delivered to a representative of the 
New York Times shortly after the 
Question Mark landed at Curtiss 
airport at 7:12:30 Tuesday night. 
The five advertisements appeared in 
the Times’ Wednesday editions. 

The plan was made possible by the 
enterprise of the Paris office of the 
Times, which sold the five French 
advertisers on the idea. 

The airmen brought one of the 
products advertised. It was a model 
dress created by Callot, who took 
seven columns to describe the gown, 
in honor of the _ record-breaking 
plane, “Le Point d’Interrogation.” 

Seven more were taken on the op- 
posite page by John Wanamaker, 
to whom the dress was consigned. 
The Wanamaker copy asked, “What 
is the dress? At this writing it is 
still a secret—except that it is an 
evening gown—and an evening gown 
by Callot is always a very distin- 
guished fashion! Also, we can dis- 
close its color—a ravishing and very 
becoming shade of red, which has 
been called ‘Dou-Dou’—the cozy 
name by which Monsieur Coste is 
known to his intimates. 

“The original model will be pre- 
sented this morning in our. Fashion 
Salon—and we shall accept orders 
for our exclusive reproductions of 
this dress—in the very same silk as 
that of the original.” 


“Come to France” 

The other copy brought along 
from Paris by the fliers was of more 
general interest. Seven columns in 
the Times invited Americans to 
“Come to France.” The copy said 
that “Thomas Jefferson believed 
that every man has two countries, 
his own and France.” 

An illustration of the Arch of 
Triumph and the boulevards con- 
verging at the Etoile, was flanked 
on the right by a halftone of Walter 


Edge, United States ambassador to 
France, and on the left by one of 
M. Gaston-Gerard, French Commis- 
sioner of Tourism. 

“T have asked Coste, intrepid air- 
man, the first to fly from Paris to 
New York, to carry to the American 
people the cordial greetings of 
France,” said the Commissioner. 

The copy directed Americans pos- 
sessing $100 to the Office Francais 
Du Tourisme, 4 East 52nd street, 
New York, this sum being sufficient 
for a two weeks’ sojourn in France, 
according to the advertisement. 

This was the only one of the five 
advertisements which was lavishly 
illustrated. The fact that this 
heavy plate reached its destination 
safely, to appear in print, indicated 
to local advertising men that the 
Question Mark was never in any 
serious difficulty en route to the 
United States. 


More Community Copy 

Another seven-cotumn advertise- 
ment told of the glories of Deauville 
and Cannes. It said: 

“Deauville, ‘La Plage Fleurie’ et 
Cannes, la Ville des fleurs et des 
Sports élégants, chargent 1l’auda- 
cieux pilote, Coste, de saluer en 


leur nom tous ceux qui connaissent 


ces deux stations célébres par leur 
élégance.” 

The Hotel Continental, Paris, used 
two columns on four inches to send 
its greetings to America, while Sir 
Charles Higham, London, proved he 
is a good advertising man by taking 
three columns on 4% inches to in- 
vite correspondence with American 
advertisers who want to do more 
business in Europe. 

Mr. Higham referred advertisers 
to the United Drug Company, Bos- 
ton, and the American Safety Razor 
Corp., Brooklyn. 

Always ready to honor the adver- 
tiser who gets his copy in early, the 
Advertising Club of New York ten- 
dered a luncheon to Messrs. Coste 
and Bellonte Wednesday. 


Cigarette Advertisers 
Discuss ‘Post’ Policy 


New York, Sept. 5.—(By wire.)-— 
While cigarette advertisers share 
the intense interest registered by 
advertising men over the announce- 
ment in ADVERTISING AGE that The 
Saturday Evening Post has altered 
its policy and will accept cigarette 
advertising, effective with its issue 
of October 4, it is said here that 
thus far there has been no rush of 
cigarette advertisers to the Post. 

Lennen & Mitchell, Inc., handling 
Old Gold advertising for the P. 
Lorillard Company, said nothing has 
yet been done to avail themselves 
of the new offer. E. G. Weymouth, 
vice-president in charge of adver- 
tising, made the same statement. 


C. W. Harris, sales manager of 
the R. J. Reynolds Tobacco Com- 
pany, said that as his company is 
using the Post for Prince Albert, it 
will probably go in it with copy on 
Camels. N. W. Ayer & Son, han- 
dling the Reynolds account, said no 
definite plans have yet been made. 

W. D. Carmichael, vice-president 
in charge of advertising for the 
Liggett & Myers Tobacco Company, 
said that no definite announcement 
could be made as to when Chester- 
fields will greet Post readers. This 
attitude was shared by the Newell- 
Emmett Company, the agency in 
charge. 


Lucky Strikes to Exploit Ultra Violet Ray 


New York, Sept. 6.—(By wire.)—A new campaign to run in behalf of 
Lucky Strike cigarettes will feature the ultra violet ray method of toasting 
tobacco. Famous men will give their opinions of this system. 

The “future shadow” motif will be discontinued. 


HEALTH ADVIGE 
IS OPEN SESAME 
TO SCALE SALES 


Jacobs Brothers Show Women 
How to Reduce 


New York, Sept. 4—Selling scales 
is a difficult task, but selling beauty 
and good health is comparatively 
simple. That has been the experi- 
ence of Jacobs Brothers Company, 
of Brooklyn, manufacturer of the 
Detecto scale, which stimulated de- 
mand for its product by going into 
the health business on a wholesale 
basis. 


Magazine advertising of the Ja- 
cobs scales has touched lightly on 
the product and leaned heavily on 
the necessity for self-defense against 
the onslaught of time and indul- 
gence. The copy intimated that 
Jacobs Brothers were prepared to 
come to the aid of any member of 
the fair sex who felt she was wag- 
ing a losing fiight. All the reader 
had to do was sign a coupon calling 
for the Detecto Charm Box. 

This box contains a folder with 
16 illustrations of reducing exer- 
cises, and a booklet telling how to 
gain or lose weight. The most in- 
teresting feature, however, is a 
series of 48 cards, 2% by 4 inches, 
on 30 of which, consecutively num- 
bered, there is a complete Detecto 
reducing diet for all meals during 
the reducing course. Space is also 
provided for a daily registration of 
the current date and avoirdupois. 


Get Other Names 
The final card said: 


“If you’ve benefited by this course 
and if you know of some friends 
who would be interested, please fill 
in this card and we will send them 
all information on the Detecto 
Charm Box.” 


Anyone who asked for the Detecto 
Charm Box usually was already rec- 
onciled to the purchase of an essen- 
tial to the course, the Detecto scales. 
Several different models of this im- 
plement are available. 

While helping itself, the company 
also did a good turn for the publish- 
ers of books by health authorities. 
One of the cards in the Charm Box 
gave a bibliography, containing such 
titles as “Diet and Health, with Key 
to the Calories,” “The Price of a 
Boyish Form,” ete. 


Experts in Charge 


All of the information on which 
the Jacobs campaign was based was 
provided by experts. The diets were 
planned by Miss Stella May Adams 
under the supervision of the head 
dietitian of a New York hospital. 


The exercises were suggested by 
Edmund T. Siemsen, athletic direc- 
tor of the Merchant Seaman’s Y. M. 
C. A. of New York, who is also an- 
nouncer for the exercise hour broad- 
cast from the Hotel Roosevelt over 
Station WRNY. 

Finally, one of the Earl Carroll 
beauties, Miss Irma Philbin, posed 
for the photographs for the exercise 
chart under the supervision of Mr. 
Siemsen. 

Advertising of the Charm Box ap- 
peared in Vogue and The Saturday 
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ADVERTISING AGE 


September 6, 1930 


Evening Post. Another campaign, 
promoting the use of scales for sim- 
plified housekeeping and baby-rais- 
ing is running in Good Housekeep- 
ing and Parents’ Magazine. The ad- 
vertising is placed by the Lawrence 
Fertig Company. 


San Antonio Renews 
Advertising Campaign 

San Antonio’s municipal advertis- 
ing campaign for the season of 1930- 
1931 will run in 37 newspapers and 
16 magazines, in addition to follow- 
up booklets and the “Ask Mr. Fos- 
ter” Travel Service. The campaign 
will cost approximately $157,000, 
which is raised through taxation. 
The campaign this year will stress 
opportunities for industries, includ- 
ing oil and gas. 

Newspapers selected are: Boston 
Globe, New York Times, New York 
Herald-Tribune, Baltimore Sun, 
Philadelphia Public Ledger, United 
States Daily, Buffalo Courier-Ex- 

ess, Grit, Portland (Me.) Press- 

erald-Examiner, Wilmington Eve- 
ning Journal. 

New Haven Register, Manchester 
Union-Leader, Arkansas Gazette, 
Chicago Tribune, Chicago Daily 
News, Cincinnati Times-Star, Cleve- 
land Plain Dealer, Detroit News, 
Des Moines Register-Tribune, In- 
dianapolis News, Louisville Courier- 
Journal. 

Minneapolis Tribune, Minneapolis 
Journal, Milwaukee Journal, Omaha 
World-Herald, St. Louis Globe-Dem- 
ocrat, Wichita Beacon, Fargo Forum, 
Reno Gazette, Montana Standard, 
Portland Oregonian, Los Angeles 
Times, Los Angeles Evening Herald, 
Toronto Mail, Toronto Empire, Win- 
nipeg Free Press. 

The magazines to be used include 
Literary Digest, Time, National 
Geographic, Good Housekeeping, De- 
lineator, Vanity Fair, House and 
Garden, Vogue, Better Homes and 
Gardens, World’s Work, Review of 
Reviews, Spur and National Mag- 
azine. 

Farm magazines and papers hav- 
ing a combined circulation of 3,500,- 
000 include Successful Farming, 
Capper’s Farmer and Country Gen- 
tleman. 

Coulter & Payne, San Antonio ad- 
vertising agency, who handled the 
advertising last year, are again in 


PRESTON TALKS 
ON ADVERTISING 
IN HARD TIMES 


Ingenuity Will Ge Results, He 
Says 


Des Moines, Ia., Sept. 4—Increas- 
ing the efficiency of sales organiza- 
tions to meet business depressions 
was recommended to the Advertis- 
ing Club of Des Moines by P. R. 
Preston, manager of the Rock Island 
(Ill.) branch of the Ferry-Hanly 
Advertising Company. 

This is not as difficult as it sounds, 
he asserted. 

“When salesmen are falling be- 
hind quotas and encountering all 
sorts of new difficulties, they are 
not only willing, but anxious to take 
instructions,” Mr. Preston pointed 
out. 

“Another method of getting more 
business is to add more salesmen. 
I have been in contact with a con- 
cern selling a home and factory 
heating unit. They experienced a 
sudden falling off of sales which 
started last September. In October 
and November this became worse. 
A careful study of the sales map 
showed their dealer organization 
was very badly spotted. 

“There were entire states without 
a single dealer while others were 
plentifully supplied. The solution 
seemed to be to increase the sales 
force and send these additional men 
into new territory. The plan was 
adopted and the results at the end 
of July show more units sold than 
the corresponding months of 1929. 

Has Better Organization 

“Of course, this volume of sales 
was procured at a higher sales cost 
but not so high as to eat up all the 
profit. Add to this the fact that this 


charge. 


company has now a ‘much better 


* * 


interested in the 


Cotorrut CoLtorADO 


* * * * 


is the slogan of THE COLORADO 
ASSOCIATION. And color advertising 
in The Big 4 Group of magazines is the 
logical choice. For in the pages of The 
Big 4 the most exacting color problem is 
successfully handled. 


In addition The Big 4 Group offers the ad- 
vertiser of quality products and services a 
buying market of over half a million men 
and women. Reading preference alone 
marks Big 4 readers as mature people of 
taste and means. Such people are keenly 


luxuries that make modern life so pleasant. 


Buying an active market of such scope, and 
buying it in color, at a group price is an 


newest conveniences and 


economy of which every advertiser of qual- 
ity products should take advantage. 


thei AGroup 
in the Quality Field 


Golden Book 


55 FIFTH AVENUE, NEW YORK 


Review of Reviews 


World's Work 


HEADS DURANT SALES 


H. J. Shorter 


A veteran in Durant Motors, 
Detroit, Mr. Shorter has been 
appointed general sales manager. 
He has seen every side of automo- 
tive merchandising. 


dealer organization and it is easy 
to see that they have adopted the 
correct tactics to meet.an unpleas- 
ant situation. 

“If the problem and policy of the 
sales force is to add more customers 
then the advertising manager must 
adjust his department and policy to 
this plan. One excellent method to 
be used in his campaign is to at- 
tempt to reach more prospects, which 
means more circulation with the 
same or a decreased appropriation 
—no easy job. 

“It seems to me his first step will 
be to follow in the footsteps of the 
sales manager and attempt to de- 
termine methods of increasing the 
efficiency of the various types of ad- 
vertising used last year. To do this 
he should go over every piece or 
type of publicity his department 
used, weigh it carefully, get it fixed 
firmly in his mind as to just why it 
was created, check results obtained 
whenever possible and then decide 
whether it can be improved, altered 
or discarded. 

“This should be done whether the 
campaign is national or local. He 
must study his magazine, trade 
paper, or newspaper copy and sched- 
ule, every form letter that was sent 
cut, every piece of direct mail, 
folder or catalog, window cards and 
signs. 


Scrutinize the Copy 

“He also studies his mailing lists 
and determines the extent to which 
they may be changed to aid in the 
search for new customers. If his 
work is in connection with a depart- 
ment or specialty store he gets a list 
of all former customers who have 
not been on the books for six 
months or a year and plans a spe- 
cial campaign to them. In connec- 
tion with his newspaper, magazine 
or business paper advertising he 
takes into consideration the fact 
that more circulation does not neces- 
sarily mean additional publications 
or additional expenditures. 

“It may mean smaller space, with 
better copy run more frequently in 
the same list. He attempts to dis- 
card every old policy that cannot 
stand up under the most careful 
scrutiny and does not hesitate to 
add other policies that might give 
assistance to the sales force. 

“The advertising manager will 

find this problem of increasing the 
efficiency of his department, even on 
a decreased budget, easier than he 
at first believes. Up to a few 
months ago when sales were being 
made much easier than they are 
now, even mediocre advertising was 
bringing in pretty good results. As 
a result, the tendency was in some 
cases to get a little careless with 
the advertising. 
. “In the light of present condi- 
tions, it is sometimes surprising how 
quickly you can see many opportu- 
nities for improvement. 


Can Prove Value 
“We must remember that when 
business is harder to get advertising 
men can prove of great value in the 
production of a successful sales cam- 


Depression Hits 


Casket Industry 

Boston, Mass., Sept. 4—“Any 
business depression reflects 
itself in our industry to an 
unusual degree,” P. B. Heintz, 
president of the National Cas- 
ket Company, told  stock- 
holders. 

“In any depressed period the 
mortality rate is lower than in 
years of great plenty and good 
general business.” 


paign. Not every one is going to 
keep their sales volume up to a sat- 
isfactory figure. Not everyone is 
going to be able to replace lost cus- 
tomers or customers who are buying 
smaller amounts with new ones. 
Only those who are working both 
harder and more efficiently will be 
able to do it. 


“To bring the efficiency of your 
sales promotion plans to a higher 
plane you must not only do some of 
these things already mentioned but 
you must keep in closer touch than 
ever with the sales force, know 
every detail of the sales plan and be 
ready to supply ideas that will have 
a real dollar and cents value for 
that department. The advertising 
man should accept his full share of 
the responsibility in keeping up the 
sales volume and if he does and 
plans accordingly he is going to 
prove a mighty valuable man to his 
firm.” 


Maybe Glass Has 
Been Removed, 
Copy Suggests 


New York, Sept. 4.—In a piece of 
direct mail advertising sent out by 
the Githens-Sohl Corporation, local 
printing firm, a little story with a 
moral is told. Here it is: 

“A naturalist divided an aqua- 
rium with a clear glass partition. 
He put a lusty bass in one section 
and minnows in the other. The bass 
would strike every time a minnow 
approached the glass partition. 

“After three days of fruitless 
lunging, which netted him only 
bruises, he ceased his efforts and 
subsisted on the food that was 
dropped in. Then the naturalist re- 
moved the glass partition. The min- 
nows swam all around the bass, but 
he did not strike at a single one. He 
was thoroughly sold on the idea that 
business was bad. 

“Moral: Take another shot at 
the glass partition. Maybe it isn’t 
there any more.” 


In Radio Field 


William L. Norvell is the new 
manager of Station KEX, Portland, 
Oreg. He is a former president of 
the Walla Walla (Wash.) Advertis- 
ing Club. 


Lincoln Would 
Have Been Great 
Advertising Man 


St. Louis, Mo., Sept. 4—Arguing 
that the buying power of the mem. 
ber of the labor union, for instance, 
approximates that of many members 
of a higher-income class, L. E. Me- 
Givena, promotion manager of the 
New York Daily News, addressed 
the Advertising Club of St. Louis 
Tuesday. 

The difference in income is wiped 
out in many cases by the fact that 
the union man lives like a union 
man, while the sixth vice-president 
of a bank emulates the president. 
The big difference is in rent and the 
spread is so great, as a rule, that the 
union man has a larger buying 
power than the banker, according 
to the visitor. 

Mr. McGivena paused to explain 
that his paper has over its main 
portal the inscription, “He made so 
many of them.” 

The News borrowed this excerpt 
from Abraham Lincoln’s immortal 
comment: “The Lord must have 
loved the common people—He made 
so many of them.” 

A New York manufacturer of ex- 
pensive hosiery had a survey made 
and found that dealers in Harlem, 
New York, sold the $2.50 kind with- 
out difficulty. The explanation was 
that the Negro women of Harlem 
are willing to make almost any sac- 
rifice to buy silk hosiery. 

“That manufacturer never forgave 
me for making that survey,” said 
the speaker. 

Mr. McGivena said that retailers 
are making it impossible for the 
public to buy by refusing to stock 
a representative assortment of goods. 
He told of the wide distribution of 
shares in giant corporations and re- 
lated a specific instance of a union 
brotherhood absorbing a stock offer- 
ing after financiers had rejected it. 


D-Y-L Agency Opens 
Milwaukee Office 


The Dunham, Younggreen, Lesan 
Company, Chicago, has opened an 
office in the Banker’s Building, Mil- 
waukee, in charge of J. J. Lawler, 
as executive vice-president. Mr. 
Lawler has been director of plans 
and merchandising for Freeze, Vogel 
& Crawford, Inc., Milwaukee. 

E. J. Schickel and E. F. Zeisig 
have also joined the Milwaukee 
office of the Chicago agency, coming 
from Freeze, Vogel & Crawford. 

New accounts of the Dunham, 
Younggreen, Lesan Company in- 
clude the National Enameling & 
Stamping Company and the Nufold 
Metal Products Co., both of Mil- 
waukee. ; 


“Metal Progress” Out 


The first issue of Metal Progress, 
the paper of the American Society 
for Steel Treating, has been pub- 
lished from Cleveland. 


TRAVELING KITCHEN DEMONSTRATES 
VIRTUES OF BOTTLED GAS 


supply is available. 


prising residents of Iowa. 


The Shell Petroleum Corporation is making a drive on 
“Shellane,” a bottled gas for use in sections where no other 


The demonstration kitchen is now sur- 
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September 6, 1930 


ADVERTISING AGE 


NEW PROBLEMS 
DEVELOPED BY 
METALLIG INK 


Magazine Rates Are Not Yet 
Standardized 


The current issue of “Tide,” the 
inquisitive little paper published in 
the interests of Time, contains an 
interesting comparison of the rate 
schedules of various magazines for 
printing with metallic ink. These 
schedules show considerable varia- 
tion. 

“Since they first cgme into use 
metallic inks have troubled and ex- 
cited the printer,” said “Tide.” 

“Constantly while printing with 
‘silver’ ink, made of aluminum, and 
‘gold’ (bronze) ink, made of copper 
and brass, he must stop his presses, 
change his mixture, and this, of 
course, involves continual interrup- 
tion of his work. At the end, if 
skill and good-luck have run hand 
in hand, he has the satisfaction of 
a beautiful, burnished result; if not, 
much grief. 

“But not until a few months ago 
did metallic ink cause much trouble 
to publishers. Then, with Alumi- 
num Company of America, always 
in search of new fields, starting 
actively to promote its aluminum 
ink, magazine publishers were faced 
with a new problem: how much to 
charge for the use of aluminum ink 
in advertisements? 


Still a Problem 

“The problem has not been suc- 
cessfully answered yet. Many maga- 
zines have established separate alu- 
minum rates, but it is evident that 
few of them are quite sure just 
what those rates should be. And 
this, because of the element of 
chance in using aluminum inks and 
the possibility of high expense, is 
more or less to be expected.” 

“Tide” pointed out that The New 
Yorker and the Conde Nast group 
charge the same rates as shown in 
the chart for ‘gold.’ The Saturday 
Evening Post has just announced 
a gold rate of $1,500 per page more 
than the regular color rate. Time 
has announced the regular four- 
color rate for gold plus one color; 
for gold with three colors the four- 
color rate plus $500. 

“Increased use of metallic inks 
has already demonstrated,” said the 
publication, “that, be the rates what 
they may to protect the publisher, 
such inks are a medium perfectly 
suited for much of modern advertis- 
ing: for automobile, airplane, or any 
advertising that is concerned with 
metal. To advertisers of such prod- 
ucts metallic ink serves a very defi- 
nite purpose. For the others it is 
more or less of a stunt. 

“Outstanding in the first group is 
the campaign introducing the Cadil- 
lac sixteen-cylinder car and _ the 
various campaigns of the Aluminum 
Company itself, advertising office 
furniture, piston rods, foil, and 
other products. Falling in the sec- 
ond group is a recent Prophylactic 
Tooth Brush Advertisement. But, 
pertinent to the tooth-brush or not, 
the aluminum undoubtedly did at- 
tract attention to it.” 


Has Building Account 


The Hartmann-Sanders Company, 
Chicago, manufacturer of wooden 
columns, entrances and _ garden 
structures, has appointed the L. W. 
Ramsey Company, Chicago and 
Davenport, to direct its advertising. 


7, fe Mathews Dead 


Frederick C. Mathews, former 
publisher of Dairy Products Mer- 
chandising, Detroit, recently died in 
Plattsburgh, N. Y. Mr. Mathews 
pioneered in the fight for the pas- 
teurization of milk. 


Stevenson Promoted 
Frederic F. Stevenson, a director 
of Visugraphic Pictures, Inc., New 
York, has been appointed executive 
vice-president. 


CURRENT RATES FOR ALUMINUM 


Aluminum and One Color 


Regular Color Rate 
Regular 4-color Rate 


Saturday Evening Post 
The New Yorker 


Time 2-color Rate plus $200 
Fortune Regular Color Rate 
Collier's Regular 4-color Rate 
Vogue Regular 4-color Rate 
Vanity Fair Regular 4-color Rate 
House & Garden Regular 4-color Rate 
Business Week Inside Covers: 


(Aluminum advertising $1,100 Aluminum & Black 


Aluminum and Three Colors 
Regular Color Rate 
Regular 4-color Rate plus 25% 
4-color Rate plus $200 
Regular Color Rate 
Regular 4-color Rate 
Regular 4-color Rate plus $675 
Regular 4-color Rate plus $400 
Regular 4-color Rate plus $650 

Fourth Cover: 

$1,275 Aluminum & Black 


accepted only on covers) $1,200 Aluminum, Black & 1 Col.$1,375 Aluminum, Black & 1 Col. 
$1,275 Aluminum, Black & 2 Col. $1,450 Aluminum, Black & 2 Col. 


Bruce Barton Is 


Named As One 
of 23 Leaders 


New York, Sept. 4—Bruce Bar- 
ton, chairman of the board of Bat- 
ten, Barton, Durstine & Osborn, is 
one of the 23 spiritual or intellec- 
tual leaders of the nation, in the 
opinion of Prof. Robert E. Rogers, 
of Massachusetts Institute of Tech- 
nology. 

Following James W. Gerard’s se- 
lection of the “64 rulers of Amer- 
ica,” the United Press asked Pro- 
fessor Rogers to make up a short 
list of intellectual and _ spiritual 
leaders of America. In complying, 
he said that “the reader will have 
to guess for himself whether the 
influence of those named is intellec- 
tual or spiritual.” 

While Mr. Barton was the only 
advertising man named, there were 
three editors on the list. They were 
Henry L. Mencken, editor of Amer- 
ican Mercury; Walter Lippmann, 
editor of the New York World, and 
George Horace Lorimer, editor of 
The Saturday Evening Post. 


Rogers’ Comment 

Professor Rogers gave the follow- 
ing brief reasons for ascribing lead- 
ership to these men: 

“Bruce Barton, advertising man 
with a mission, who thinks of Chris- 
tianity in terms of business and 
salesmanship, thereby persuading 
thousands of utterly irreligious 
Americans that they are Christians. 


“George Horace Lorimer, editor of 
The Saturday Evening Post. For 
more than thirty years he has 
taught the American business man 
his weekly gospel, viz.: That noth- 
ing in America is important enough 
to stand in the way of private profit. 

“Henry L. Mencken, editor of the 
American Mercury. Our only eight- 
eenth century realist, whose long 
championship of liberty, science and 
aristocracy has not been entirely 
without result. 

“Walter Lippmann, editor of the 
New York World, author of ‘A 
Preface to Morals,’ to whom all 
knowledge and all opinion are grist 
for his mill. A modern stoic who 
believes man must stand on his own 
feet.” 


Brillo Expands 
Its Advertising; 
Adds Newspapers 


Brooklyn, N. Y., Sept. 4—In an- 
nouncing an enlarged advertising 
campaign for the fall and winter, 
Milton B. Loeb, president of the 
Brillo Manufacturing Company, re- 
affirms his faith in the future of 
American business. 


“I feel,’ said Mr. Loeb, “that 
from now on the national business 
barometer will go up. It will not 
leap, but will rise steadily and 
surely. Such is our confidence in 
the outlook that the Brillo Manufac- 
turing Company has increased its 
advertising appropriation. 

“We shall use bigger space in the 
magazines, use color, and add a good 
many newspapers to our list. We 
believe the coming year will be the 
biggest in our history.” 

Brillo, the well known household 
cleanser, is used in every state in 
the union, and in practically every 
country on the face of the globe. 
The Brillo Manufacturing Company 
has for more than fifteen years ad- 
vertised its products both nationally 
and locally. 


G. A. Olsen Rejoins 

“Building Supply News” 

George A. Olsen has returned to 
Building Supply News, Chicago, to 
be advertising manager. He for- 
merly served both the editorial and 
advertising departments. His most 
recent work has been as secretary 
of the Builders’ Supply Club, Pitts- 
burgh. 


Offer Copy Course 


“Copy and its preparation” is a 
new course to be offered by Ford- 
ham University. Among the in- 
structors will be Frederic W. Goudy, 
art director of the Lanston Mono- 
type Machine Co.; Fred Suhr, art 
counselor; Harry V. Parkhurst, art- 
ist, and others of like rank. 


LEAVES A. F. A. 


Nathaniel W. Barnes 
Mr. Barnes has resigned as di- 
rector of the Bureau of Research 
and Education, Advertising Federa- 


tion of America. He leaves Sep- 


tember 15. 


Dentists Join 
To Advertise 
Good Teeth 


Little Rock, Ark., Sept. 4.—Den- 
tists of Little Rock and North Little 
Rock have begun a series of educa- 
tional advertisements on the care of 
the teeth, which are referred to as 
“Nature’s jewelry.” The copy is 
running in two of the largest news- 
papers in the state. 

It is believed that this is the first 
time such a co-operative form of ad- 
vertising has been conducted by . 
dentists, and it is predicted in some 
quarters that the campaign will 
eventually become nation-wide. 

Public schools are co-operating 
with the program, reprints being 
distributed among pupils to take 
home to their parents. Various 
other publicity tie-ups are planned. 

The copy stresses the relation of 
good teeth to general good health, 
and emphasizes the fact that “there 
is no substitute for Nature.” 

The campaign is in the hands of 
the Bott Advertising Agency. 


RoR EOE 


Could Boston Have Been 
Like That? 


It wasn’t just Boston — although Arthur Train in September Scribner's confines 
himself to his boyhood in that citadel of respectability. If you’re over thirty, you 
went through it yourself in your youth. The great Puritan influence > > > In Boston, 
however, it was pretty bad, according to Mr. Train, because mixed with a “‘con- 
ciousness of sin’ was a high-flavored snobbery which weighed even more heavily 
on the young of the not quite best families > > > It gave Mr. Train a lovely chip 
which he bore on his shoulder all through Harvard, hoping some fair haired Bos- 
tonian would knock it off and get what was coming to him > > > It is only now 
when Mr. Train is one of our best known literary men that he is able to consider 
the matter in proper perspective > > >He calls the article “The Puritan Shadow” 
and it is at the same time an extremely amusing recollection of those old, and 
not so good days, and a gauge by which we can measure the present doings of 
youth > > > In those days we couldn’t whistle on Sunday and it wasn’t any 
recommendation to be too gay on week days. Today it’s gin and dancing and 
necking — not so good (say us old folks), but then again perhaps no worse than 
those glamourous times we look back on with such longing > > > But clever 
as we are it is doubtful if we can settle it. You'll have to read Arthur Train in 


September Scribner’s and make up your own mind. 


35¢ ON THE sTANDS SEPTEMBER $2.00 For THE YEAR 


SCRIBNER’S 


“Scribner’s Magazine today is far and away the best of the monthlies. For it is the 
most rounded, the most up-to-date, and the most satisfying.’’—Boston Transcript. 
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Cigarettes and the Changing World 


The announcement that the Sat- 
urday Evening Post will now accept 
cigarette advertising, which was 
published in the August 30 issue of 
ADVERTISING AGE, is more significant 
than is implied in the statement 
that an important medium will now 
solicit a group of accounts placing 
a large volume of business. 


Cyrus H. K. Curtis, publisher of 
the Post, and one of the ablest men 
of his generation, has changed the 
long-standing prohibition of ciga- 
rette advertising in his publication 
not because this happens to be a 
leaner year than usual in the adver- 
tising business, but because he be- 
lieves that the rule is no longer de- 
sirable as a part of the Curtis 
policy. 

When Mr. Curtis took over the 
Post in 1897, conditions were far 
different from what they are today. 
The explanation given in the news 
story in ADVERTISING AGE is that 
“public opinion is more liberal.” 
That is a fact which affects not only 
cigarette use and advertising, but 
practically everything else involv- 
ing customs, modes and manners. 


Thirty years ago cigarette-smok- 
ing was not considered manly. “A 
cigarette-smoking dude” was an epi- 
thet of great popularity in the rural 
districts. Cigars and pipes, and of 
course chewing-tobacco, were con- 
sidered proper masculine indul- 
gences, but the cigarette, by some 
peculiar twist of reasoning, was 
proscribed. As for a woman smok- 


ing a cigarette, it was as unthink- 
able as for any “nice girl” to use 
rouge! 


The world moves, and the pub- 
lisher or advertiser who fails to 
move with it is likely to find him- 
self left behind and looking at the 
dust of the distant procession which 
has passed him by. The Curtis Pub- 
lishing Company is a powerful in- 
stitution, but it is also an intelligent 
one, and the executives of this com- 
pany undoubtedly realized the incon- 
sistency of a policy which wel- 
comed one class of tobacco-product 
advertising and refused to accept 
another class, especially when pub- 
lic approval had been given to the 
latter in definite and unmistakable 
style. 


A publication is not a common 
carrier, and any publisher may fix 
his own policy as to the business 
which he will accept or reject. 
Hence the Curtis company was un- 
der no compulsion to change its pol- 
icy as to cigarette advertising, 
except as it felt that such a change 
would be in line with changes in 
conditions. 


That is why its decision is of 
more than ordinary interest, because 
it emphasizes, as few other things 
could do, the kind of public which 
advertisers and publishers are serv- 
ing today, as compared with the 
public which established conventions 
and manners, if not morals, a gen- 
eration or two ago. 


> 


Completing the Merchandising Plan 


The editor of ADVERTISING AGE 
had the pleasure of sitting behind 
the scenes the other day, and dis- 
cussing with the sales and advertis- 
ing executive of a large manufac- 
turing company the plans which 
have been made for the introduction 
of a new product. The house is old, 
well-liked, soundly established; its 
distribution system is well set-up, 
its salesmen are efficient and aggres- 
sive. The new product, which is 
simply an addition to the existing 
line, might have been introduced in 
a routine way. As a matter of fact, 
it is being merchandised. 


Just what does this mean? First 
of all, it implies that the product 
itself has sufficient merit to justify 
the effort which is to be made in its 
behalf. Second, it suggests that its 
introduction is to be made not in a 
haphazard, casual manner, but that 
it is to be carefully staged, and as 
much made of the presentation as 
possible. Such a presentation in- 
volves the salesmen and the distrib- 
vtors as well as the consumers. 


In this particular case, the con- 
sumer advertising is to be released 
October 1. For the sixty days pre- 
ceding that date, the chief market- 
ing executives have been out in the 
field, selling the product and the 


merchandising plan to the salesmen 
and to the distributors and their 
salesmen. The interest which this 
presentation has created has of 
course resulted in a marked in- 
crease in business. Sales have been 
climbing, although the season has 
been one of dullness in the line in 
which this company is operating. 


What will be the result of this op- 
eration? First of all, the advertis- 
ing, appearing in many publications, 
will create interest which will at 
once be taken advantage of by the 
distribution organization, which is 
already keyed up to the opportuni- 
ties of the occasion. Second, the 
demand created will be supplied 
immediately from stocks which have 
been purchased and warehoused in 
anticipation of the advertising drive. 
Third, the manufacturer’s own plant 
has been working on definite pro- 
duction schedules, based on orders 
in hand, and not merely on the 
hoped-for increase in business as a 
result of the introduction of the 
new line. 


Modern merchandising is a com- 
plete operation, extending from the 
factory to the consumer, and adver- 
tising, to be most effective, must 
gear with every other detail of the 
operation. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


145. Seven Steps to Success in 
Direct Selling. 


If this 30-page booklet may be 
believed, the Fuller man is not only 
representative of an American social 
institution but of a method of sell- 
ing as firmly entrenched within the 
safe borders of systematic and tried 
procedure as is banking, manufac- 
turing or transportation. The meth- 
ods of successful direct to the con- 
sumer organizations are discussed 
in detail, with expert appreciation 
of the principles involved and their 
interest to the uninitiated. Pub- 
lished by the Phil Gordon Agency, 
Chicago. 


146. The Problem of Textile Adver- 
tising. 


The lack of profits in the cotton 
goods industry have been widely 
publicized by stubborn mill hands 
at Marion and elsewhere. Allyn B. 
McIntire, vice-president of the Pep- 
perell Manufacturing Company, 
Boston, pointedly intimated in his 
address to the National Association 
of Cotton Manufacturers that the 
immediate need is for judicious 
advertising and merchandising pro- 
cedure that will benefit the indi- 
vidual mill and the industry as a 
whole. The Calvin Stanford Adver- 
tising Agency, Atlanta, has printed 
the address in a handsome book. 


147. Type vs. Hand Lettering. 


A pamphlet issued by the Conti- 
nental Typefounders Association, 
Inc., New York, to suggest the sub- 
stitution of the new Gloria type for 
hand lettering under certain condi- 
tions. Judging from the appear- 
ance of the sample layouts, Gloria 
will prove a boon to the advertising 
production manager confronted with 
the omnipresent problem of keep- 
ing quality up and cost down. 


148. Blacker Than Black. 


This is a descriptive folder ac- 
companied by samples of Falpaco 
Black, a coated cardboard with a 
deep lusterless black finish. Used 
for printing, it gives a distinctive 
and beautiful effect of relief. The 
Falulah Paper Company, Fitchburg, 
Mass., will supply advertising men 
with sample sheets and suggestions 
for special uses in the art depart- 
ment. ss 


149. Type Faces and Interesting 
Highlights on the Graphic 
Arts. 


The Rosenow Company, Chicago, 
has made a major contribution to 
advertising with a 220-page, ex- 
pertly printed, hard-bound book. It 
is not only invaluable to the adver- 
tising production manager desiring 
a practical working knowledge of 
the graphic arts but an object les- 
son to all advertising men as to 
what can be accomplished by the 
judicious expenditure of talent and 
money. The book discusses plan- 
ning, layout, illustrations, copy, 
engravings, composition, paper, 
presswork and _ binding, supple- 
mented with informative illustra- 
tions, a chapter on the development 
of type, specimens of the best adver- 
tising type faces, a glossary of 
terms and symbols and useful price 
scales. 


76. The Intelligence Factor in Ad- 
vertising. 


The publishers define this 26-page 
booklet as a study of the receptive 
intelligence of the audience, assert- 
ing that this factor has been gen- 
erally neglected. Published by the 
Big Four in the Quality Field, The 
Forum, Golden Book, Review of Re- 
views, and World’s Work. 


FOUNDERS OF THE ANTI-ADVERTISING 
LEAGUE (1930) 


ADVERTISING LEADS YOU TO THE GOOD THINGS OF LIFE 


—London Graphic 


Voice of the Advertiser 


Long-Suffering 
To the Editor: I have been 
watching ADVERTISING AGE and it 
looks as if you are building a paper 
which supports the cause of the 
long-suffering advertising manager. 
So far, we have read every issue 
with interest. 
G. B. RIDDLE 
Adv. Mgr., Staley Sales Corp., 
Decatur, Ill. 


* * * 


An Idle Reader 


Craves Some Gossip 

To the Editor: I don’t like Ap- 
VERTISING AGE. Get a copy of “Drug 
Whirl,” of American Druggist, ed- 
ited by H. R. Mayes. Note the 
clever line of gossip. 

This stuff is greedily expected. 
Use the same idea in ADVERTISING 
AGE. More gossip. 

AN IDLE READER 


* * * 


Why Small Advertiser 
Often Stays Small 


To the Editor: We were very 
much interested in the theory of 
ADVERTISING AGE that small manu- 
facturers are taking advancage of 
the curtailing of advertising by 
large competitors in order to gain 
attention in their field. 

In our section we do not find that 
this theory holds true, as the sound 
and efficiently conducted businesses, 
regardless of their size, are still ad- 
vertising with their original sched- 
ules. 

We cannot overlook the fact that 
the small advertiser is not the suc- 
cessful company and that the suc- 
cessful companies which use little 
advertising are very, very few. 

It is also a fact that many small 
companies are small because their 
executive heads are also small in 
the fact that they cannot visualize 
the proper growth of their com- 
panies in a_ shorter time, which 
would be the result of the efforts of 
advertising. 

Nevertheless, some small but grow- 
ing companies have not let them- 
selves be impressed by the mourn- 
ers, and they are continuing on their 
conservative schedules; while most 
of the other small companies, which 
are still small and ineffectively man- 
aged, are glad to offer the cause of 
general depression as a good alibi 
for not using advertising. It must 
also be remembered that during 
good times these same firms have 
never been capable of visualizing 


the power of advertising, and much 
less of using it. 

To add to this, some large com- 
panies, through poor management 
and lack of business logic, have cur- 
tailed their advertising appropria- 
tions. Such is a poor method of 
saving, and future years will dem- 
onstrate to these companies the un- 
soundness of such a cut. It is well 
for these weakhearted executives to 
remember that the power of adver- 
tising is cumulative. 

Our own chart of monthly billings 
has shown a very small change from 
conditions in 1929 and 1928, and 
everything points to a general awak- 
ening by fall. 

G. F. BARTHE 
Pres., G. F. Barthe & Co., 
Syracuse, N. Y. 


* * * 


Few New Advertisers 
To the Editor : We regret to ad- 
vise that within our own experience 
recent business condition have not 
helped to develop new advertisers 
among smaller manufacturers. 
G. C. ELDREDGE 
General Mgr., Austin F. 
Bement, Inc., Detroit 
* * * 


Dawning 

To the Editor: While we can con- 
tribute no confirmation of the gen- 
eral trend under discussion, we have 
in the past year been called upon 
to work with a number of manufac- 
turers who heretofore have done no 
advertising under anything like a 
definite plan. 

In some cases this awakening pos- 
sibly may have been due to a slow- 
ing up of business; we doubt if this 
alone is responsible. These folk 
simply arrived at the point in their 
business education at which it be- 
came apparent that perhaps they 
had been overlooking a bet in not 
employing advertising as a part of 
their selling plans. 

CHARLES AUSTIN BATES 
Pres., Charles Austin Bates, Inc., 
New York 


* * * 


Size Vs. Layout 
To the Editor: Speaking of the 
chance of the small advertiser in 
competition with the large one, the 
former should remember that it 
isn’t the size of the copy that 
counts. It’s the layout that uses 
small space to good advantage which 
can really dominate a page. 
HENRY E. BREDEMEIER 
Buffalo, N. Y. 
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ADVERTISING AGE 


G. H. Miller Joins 
“American Farming” 


George H. Miller, who has been 
on the advertising staff of The Chi- 
cagoan, Chicago, has been made 
Western advertising manager of 
American Farming, of that city. 


Has Fruit Account 


Braden’s California Fruit Prod- 
ucts, Inc., packer of fruits and table 
delicacies, has retained Vanderhoof 
& Co., Chicago, to direct its maga- 
zine advertising. 


Two Join A. B. C. 


Casket and Sunnyside, New York, 
and Grain Dealers Journal, Chicago, 
are new members of the Audit Bu- 
reau of Circulations. 


No. 9 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


us 


8 architect is your pro- 
fessional adviser in such 
matters as the following: The 
drawing up of proper con- 
tracts; the taking out of neces- 
sary permits; the proper time 
and amounts of payments to 
contractors; the covering of the 
work by insurance while under 
construction, not only against 
fire but against personal liabil- 
ity for accidents to workmen or 
to passers-by; the provision for 
connection with public utili- 
ties;the proper guarantees from 
contractors as to durability, 
tightness against weather; the 
innumerable questions as to 
which sub-contractors’ province 
covers certain work; as to who 
pays for water, heat, and light 
used during the construction of 
the building; the placing of re- 
sponsibility for protecting ad- 
joining buildings. It is easy to 
see how, without the architect's 
aid in such unfamiliar matters 
as these, it would be inevitable 
that the layman should find 
himself involved in a veritable 
morass of technical and legal 
entanglements. 


We have put some facts of this 
kind into a little booklet, “This 
Man, the Architect.” We shall 
be glad to send a copy of this 
upon request, without charge, 
to anyone who is interested. 
Please enclose a self-addressed 
stamped envelope. 


«ay eae 


Publishers of 


ARCHITECTURE 


— the professional journal —and 
of books on architecture 


! 
CHARLES SCRIBNER'S SONS } 
597 FIFTH AVE., NEW YORK J} 


Please send without charge a copy of oe J 
‘This Man the Architect’’ } 


Se DD ee 


1,000 SALES OF 
REFRIGERATORS 
ARE ANALYZED 


Morning and Evening Fruitful 
Periods 


Cleveland, O., Sept. 4.—The re- 
frigeration department of the Gen- 
eral Electric Company has dug into 
the records to find out who makes 
sales of refrigerators, as well as 
why and when. It analyzed 1,000 
sales to secure a cross-section. 

To get a fair picture, the com- 
pany included reports not only from 
the distributors doing better than 
the average volume, but from those 
doing merely their share, and oth- 
ers who are below par. The results 
check fairly well, regardless of these 
classifications. 

The majority of refrigeration 
sales are closed in the home, the 
survey revealed, 58.6 per cent of all 
sales analyzed being made in this 
way. In other cases, 26.3 per cent 
were closed in the retail store, and 
15.2 per cent in the office of the 
prospect’s husband. 

Morning Is Best 

When are the majority of sales 
made? In the morning, with the 
evening running second. The figure 
for the former -was 41.6 per cent, 
and for the latter 32.7 per cent. 
Only 25.7 per cent of sales were 
made in the afternoon. 

The mere husband is assuming a 
new importance in the eyes of G-E 
salesmen as a result of the survey. 
He is shown to have influenced the 
purchase in 50.7 per cent of the 
sales. While he may be a by-stander, 
he is a progressive one, eager for 
his wife to have all of the modern 
facilities, the figures indicate. 

About 45 per cent of prospects 
who were sold originated from can- 
vassing. Only 22.3 per cent were 
uncovered on the floor, which pre- 
sumably means they were suffi- 
ciently influenced by the advertising 
to pay a call on the dealer. 

Recommendations from _ present 
users accounted for 17.8 per cent of 
the sales, and 14.3 per cent came 
from miscellaneous factors. 


Night Work Pays 

These figures are grand averages. 
The distributor whose sales are 
above normal did a smaller volume 
of business in the morning and aft- 
ernoon and a much larger in the eve- 
ning. More than one-third of his 
total volume came from night work, 
the percentage being 38. 

A larger percentage of his sales, 
64, were closed in the prospects’ 
homes and a smaller number else- 
where. In a slightly larger number 
of cases was a favorable decision 
reached by virtue of husbandly en- 
couragement, the percentage be- 
ing 51. 

The successful distributor appar- 
ently does more canvassing than 
others, 47 per cent of his sales com- 
ing from prospects dug up in this 
way. Only 21 per cent of his sales 
were made as the result of volun- 
tary visits to his store by prospects, 
while his contact with present users 
developed a slightly larger percent- 
age of live leads than the average. 

Finally, the above-average deal- 
ers got a smaller “miscellaneous” 
volume. They work harder and ap- 
parently have a more definite knowl- 
edge of where their sales come from. 


Clary Opens Office 


Robert S. Clary has opened of- 
fices in New York and will serve as 
an advertising counselor. He has 
been with the Curtis Publishing 
Company and more recently with 
the Charles W. Hoyt Advertising 


t 
i Agency. 


Members to Swim 


The Cleveland Advertising Club 
has made an arrangement with the 
Allerton House, of that city, by 
which members will have the use of 
the swimming pool at a nominal 
charge. 


PAINTING IN AYER EXHIBIT 


Among the paintings in the current exhibit of N. W. Ayer 
& Son, Philadelphia, is one by Gladys Rockmore Davis for 
Cannon Mills, Inc. 


Forty New Members 
in Cleveland Club 


The Cleveland Advertising Club 
has added 40 new members during 
the past month. 

The May Company contributed 
George Abbey, Robert M. Gries, 
Louis Fox, O. J. Lowenberg, Nor- 
man Netter, T. F. Stackpole, J. K. 
Stern and J. A. Swanson. 

Other newcomers are F. W. 
Becker, Pfaffman Egg Noodle Co.; 
Maynard L. Durham, Shell Petro- 
leum Corp.; Dan O. Huston, Stand- 
ard Portland Cement Co.; Nelson H. 
Small, Berger Mfg. Co., Canton, O.; 
Robert J. Chambers, H. K. McCann 
Co.; J. F. Clement, Power Plant En- 
gineering; Guy Baker, Lee E. Don- 
nelley Co. 

W. R. Orr, WJAY; W. W. Smith, 
WTAM; James M. Cupps, Your 
Health Publishing Co.; Raymond S. 
Hahn, Rotaprint Co.; Alson H. 
Pomeroy, Manning Studios; Alfred 
S. Vogan, Lee E. Donnelly Co.; H. 
Glenn Royer, Manufacturers Rec- 
ord; Fred E. Owens, Greyhound 
Management Co.; Thomas 3 
Pyrne, Cleveland News, and A. L. 
Reinits, advertising director, Peer- 
less Motor Car Corporation. 


RUPERT THO 


Educate the ultimate 
Consumer 


By all means but don’t overlook 
the architect if ar product is 
in the building field 


Leave your consumer campaign 
alone if it is 100%, but scruti- 
nize carefully your architectural 
advertising. 


Estimate the importance of the 
architects’ approval and balance 
against that the money you are 


Stove Salesmen | Makes Survey of 


Learn How to 


Industrial Stores 


investing to convince him of the 
merits of your product. Ten to 
one you will agree that, in pro- 
portion, the architect is being 
slighted. 


Make Biscuit 


Hamilton, O., Sept. 4.—“Did you 
ever hear of a typewriter salesman 
who couldn’t click off some fancy 
typing? Or a sewing machine sales- 
man who couldn’t sew rings around 
his prospect? 

“And what about the electric- 
range salesman? Stands to reason 
he ought to be able to make his 
range do its stuff. And that means 
he must know his pies and cake— 
be able to cook as well as or bet- 
ter than his prospect. 

The Estate Stove Company, act- 
ing on its own suggestion, proposes 
to increase the national supply of 
culinary experts. It has formed the 
Eta Bita Pie fraternity, with its 
own male cooks as charter members 
and with dealers’ salesmen as ini- 
tiates. 

The salesmen can’t get around to 
every dealer fast enough, and for 
those who can’t wait, there is a cor- 
respondence course in cookery. 

Thus far, 4,000 retail salesmen 
have enrolled for the course, at the 
conclusion of which they will be 
able to answer any of the embar- 
rassing questions propounded by 
prospective buyers, and if necessary, 
suggest a few more, thus showing 
the astonished lady of the house that 
they really know what they’re talk- 
ing about. 


Manfre Starts Agency 

Philip R. Manfré, former adver- 
tising manager of the Lester Piano 
Company, has formed the Manfré 
Advertising Agency in Philadelphia. 

Courtney V. Franklin is vice-pres- 
ident, and David D. Jacobs, secre- 
tary, of the new agency, which has 
offices at 1306 Chestnut street. 


Agency for Shoe Chain 

Murray M. Rosenberg, Inc., oper- 
ators of the Miles Shoe Stores, has 
appointed Charles Austin Bates, 
Ine., New York, to direct its adver- 
tising. 

The company sells men’s and 
women’s shoes in 50 stores in the 
metropolitan area. 


New Field for Emory 

Thomas L. Emory, Pacific Coast 
newspaper representative, has been 
appointed San Francisco manager 
of Industrial Publications Company. 
He will represent Aeronautical 
World Journal of Commerce and 
The Pilot. 


Industrial Retail Stores, New 
York, has issued a booklet showing 
the number and distribution of re- 
tail establishments in its field, with 
the lines carried. The book reports 
that industrial stores account for 
more than 3 per cent of the total 
retail volume of the country. 


Rupert Thomas, Advertising 


We have facts that may interest 
you, 


11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


NOT 


that ee és e e 


: 
Milwaukee 
is very definitely 


a one newspaper 
market .... 


Milwaukee advertisers and 
Milwaukee agencies — those 
who know Milwaukee—_ 
testify by their week-in 
and week- out 


To Cover Adequately 


performance | 


the Rich Milwaukee 


Market... 
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ADVERTISING AGE 


September 6, 1930 


Plan Campaign on 


Reconditioned Pipe 
The Kelly Pipe Co., Los Angeles, 
has approved a 17-months’ campaign 
featuring reconditioned pipe. Farm 
and business papers will be used, 
supplemented by direct mail. 
The Mayers Company, Les An- 
geles, which is handling the Kelly 


account, also is releasing a news- | 


RECIPE CALLED 
VITAL FACTOR 
IN TRADE-MARK 


paper campaign for the Western Oil | 


& Refining Company. The advertis- | 
ing will feature a copy-writing con- | 
test for Western Super gasoline. 


Joins Standard Papers 

Mark E. Cramer, who has been in 
charge of research for Progressive | 
Farmer, Birmingham, has joined 
Standard Farm Papers, Inc., Chi- | 
cago. He will have charge of the 
Northwest territory. 

A graduate of lowa State College, 
Mr. Cramer was formerly advertis- 
ing manager of the Mason City 
Brick & Tile Co., Mason City, Ia. 


S 

Once Again 
... orange blossoms and wedding 
marches . . . Autumn Brides .. . 
new homes and _hearth-fires 
springing up everywhere ... these 
young home makers of tomorrow 
are now forming their lifetime 
preferences and buying habits... 
make us show you results of re- 
cent investigations . . . surprising 
new facts prove that Mother, too, 
reads ne a copy of 


AmeriZanGirl 


THE MAGAZINE FOR ALL GIRLS 
Published by GIRL SCOUTS, INC. 
670 Lexington Ave., New York, N. Y. 


S. E. gg ge te BUSINESS MANAGER 
N. JONES, ADVERTISING 


anon PHILADELPHIA 
Powers & Stone, Inc. Harry E. Hyde, 
First Nat’l Bank Bldg. 548 Drexel Building 


NEW ENGLAND AND NEW YORK STATE 
(except Metropolitan area) 


Powers & Stone, Inc. 
369 Lexington Ave., N. Y. C. 


Member Audit Bureau of Circulations 


Latter Is Useless Without 
| Formula, Court Holds 


| New York, Sept. 4.—The brows 
| of the august members of the Cir- 
| cuit Court of Appeals were wrinkled 
lin perplexity in trying to reach a 
| decision as to whether a trade-mark 
may be used when the formula for 
| the goods which it formerly accom- 
panied is not available. The case 
involved “4711,” a trade-mark for 
eau de cologne and other toilet prep- 
arations. 


During the war the Alien Prop- 
erty Custodian seized the entire in- 
terest of Ferdinand Muelhens in 
Muelhens & Kroehler, including the 
trade-mark. The recipe remains in 
| Germany. 


“While the question is very doubt- 


| ful,” commented the decision, “a ma- 
| jority of the court believe that as- 
signment of the recipe is essential 
to give the assignee the exclusive 
right to a mark which denctes a 
product manufactured thereunder. 
Otherwise the public will be unable 
to procure the genuine product un- 
der the name by which it has always 
been known. 


“The law affords trade-mark pro- 
tection to a merchant in order that 
prospective customers may not be 
lured away by one who counterfeits 
his goods. Those who insist upon 
the genuine 4711 eau de cologne are 
not prospective customers of the 
plaintiff, for he cannot supply it.” 


D. A. R. Successful 
In Trade-Mark Fight 


Washington, D. C., Sept. 4.—The 
National Society of the Daughters 
of the American Revolution entered 
the commercial lists for the nonce 
to oppose registration of a trade- 
mark by T. Buettner & Co., Chi- 
cago. The Society won. 


The trade-mark in question was 
this: 
D 


WEAVE 
R 


The applicant, who wished to use 
this trade-mark on fabrics upon 
which are stamped patterns for em- 
broidery, conténded that “DAR” is 
a part of the word “darning.” He 
contended further that the Daugh- 
ters of the American Revolution are 
engaged in no trade activities. 


The Commissioner of Patents 
found, however, that the organiza- 
tion has been incorporated in the 
District of Columbia. He com- 
mented: 


“There is a probability of pur- 


SCOTT HOWE BOWEN, Inc. 
Radio Station Representatives 
ANNOUNCE 


The removal of their New York offices on September 10th, 
1930, to new and lurger quarters in the Chrysler Building. 


SUITE 1432-1433 CHRYSLER BLDG. 
TELEPHONES VANDERBILT 5667-8-9 


180 N. Michigan Ave. 
Chicago, Illinois 


Also the opening of their Philadelphia offices at 
1615 INTEGRITY BUILDING, PHILADELPHIA, PA. 


under the direction of 


Mr. Percy B. Brown 
SCOTT HOWE BOWEN, Inc. 


Radio Station Representatives 
Chrysler Building, New York 


Fisher Bldg. 
Detroit, Mich. Boston, Mass. 


10 High Street pomneriy Bldg. 


Philadelphia, Pa. 


| 
| 
| 


AMOS AND ANDY ON BROADWAY 


Featured by a swinging girl, a new blaze of light appeared 
in Times Square the other night, advertising Amos ’n’ Andy 
and Pepsodent. 


chasers or customers attaching some 
significance to the use of these three 
letters and being misled into the be- 
lief that the opposer society in- 
dorsed or approved of the appli- 
cant’s goods. Any such interpreta- 
tion of the applicant’s mark would 
damage the opposer since its name 
would be to that extent degraded to 
the level of commercial activities. 


“Tt is deemed the applicant should 
have used these three letters, if it 
desired to use them in connection 
with the other letters of its mark,.in 
a way less likely to be construed as 
indicating some association with or 
approval of the opposer society. 


“The decision of the Examiner of 
Trade Mark Interferences sustain- 
ing the opposition and adjudging the 
applicant not entitled to the regis- 
tration is affirmed.” 


Bulova Volume 
Issued at Cost 
of $3 for Each 


New York, Sept. 4—If you are 
going into direct mail on jewelry, 
make the advertising suggestive of 
the quality of the product. 


That apparently expresses the 
philosophy of the Bulova Watch 
Company, which has issued a lim- 
ited edition of a 16-page book, the 
cost of which averages $3. 


The book, printed in four colors 
and gold, features the company’s 
new President model, retailing at 
$50. The volume was designed for 
distribution only among dealers and 
the radio stations and publishers 
carrying the Bulova advertising. 

The cover is embossed in gold and 
blue. Franklin Booth did much of 
the art work used in the book. Not 
many testimonials are contained in 
the de luxe volume, but the two used 
are of an outstanding character. 
They came from Col. Charles A. 
Lindbergh, who commented that 
“My Bulova keeps accurate time and 
is a beauty,” while Queen Marie, of 
Roumania, was quoted to the effect 
that “the Bulova watch that is my 
pleasure to wear is exquisite and 
keeps perfect time.” Both testi- 
monials are authentic. 

A likeness of Admiral Byrd is 
also presented, without any com- 
ment, but with the statement that 
he wears a Bulova watch. 


Retail Beles 
6.7 Per Cent 
Less Than 1929 


Washington, D. C., Sept. 4.—Sales 
of 523 representative retail stores 
of the country declined 6.7 per cent 
during the first six months of the 
year, in comparison with the corre- 
sponding period of 1929, the De- 
partment of Commerce announced. 

Considering price declines, which 
accounted in part for the lower vol- 
ume, the Department believes the 
first half of the year was better 
than generally believed. 

The total sales of 523 retail estab- 
lishments in 24 cities aggregated 
$560,708,000. Decreases were found 
in the total net sales of stores re- 
porting from 21 cities. 


Credit sales increased slightly 
during the period, with women’s 
specialty stores doing a larger pro- 
portion of business on open credit 
than any other type of store in- 
cluded in the survey. 

The net sales of jewelry stores 
decreased 19.5 per cent, which was 
a greater loss than that of any of 
the other seven types of stores in- 
cluded in the survey. All other kinds 
of stores showed decreases, with the 
exception of those selling electrical 
appliances, which showed a gain of 
0.1 per cent. 

Open credit sales (regular charge 
accounts) were 48.3 per cent of total 
sales in 1929 and 48.9 per cent in 
1930. Instalment sales increased 
from 10.4 per cent in 1929 to 10.5 
per cent in 1930, Instalment sales 
increased during the first three 
months of 1930 and declined the 
next three, however. 


Teach Foreign Trade 


A course in foreign trade has 
been added by University College, 
University of Southern California, 
Los Angeles. A certificate will be 
awarded for completion of 60 units. 


Another for Mogensen 
The Whittier (Calif.) News has 
appointed M. C. Mogensen & Com- 


pany as national advertising repre- 
sentatives. 


Farm Paper Quits 
Southwest Poultry and Swine 
Breeder, Plainview, Texas, has dis- 
continued publication. 


|most distinguished surgeons. 


jican Medical 


Medical Society 
Changing Views 
on Advertising 


The medical profession itself is 
slowly coming to the realization that 
advertising will play an important 
part in its work in the future. This 
was suggested this week in an edi- 
torial of The Chicago Tribune. 

“It appears now that Dr. Malcolm 
L. Harris is not to be disciplined for 
unethical conduct by the Chicago 
Medical Society,” said the Tribune, 

“Dr. Harris is one of Chicago’s 
Last 
year he was president of the Amer- 
association. He has 
also served as president of the Chi- 
cago Medical society. Neverthe- 
less, Dr. Harris was obliged to de- 
fend himself against the charge of 
improper professional conduct. It is 
a good deal as if Mr. Hughes, Mr, 


| Wickersham, or Mr. Strawn were to 


| be cited for unprofessional conduct 


by the bar association. 

“No one can accuse the Chicago 
Medical society of being a respecter 
of persons. It threw Dr. Louis 
Schmidt out of its fellowship, though 
he was cne of its most distinguished 
members, and it began proceedings 
against Dr. Harris. 

“The attempt to distinguish the 
case of Dr. Schmidt from the case 
of Dr. Harris is not easy. Both 
clinics were headed by physicians of 
high standing. Neither was oper- 
ated for profit. Both employed ad- 
vertising. Both aimed to give su- 
perior service at low cost. Both 
have undertaken to modify their ad- 
vertising to accord with the views 
of the medical society. 


The Chief Distinction 

“The chief difference appears to 
be that the Public Health institute 
employed newspaper advertising, 
which is highly effective, while the 
Policlinic issued a circular, which is 
far less so. The conclusion seems 
warranted that physicians may as- 
sociate themselves with clinics which 
advertise services at reduced costs 
provided the advertising is not ef- 
fective. 


“We are not disposed to be hyper- 
critical of the medical society. It 
is a large body and it must move 
slowly. It is engaged, whether it 
knows it or not, in the difficult task 
of rewriting the code of medical 
ethics, so-called. It seems to have 
recognized the absurdity of retain- 
ing in the code prohibitions which 
its most eminent members do not 
observe. 


“It has already gone so far as to 
admit that some forms of medical 
advertising are acceptable. It is be- 
ginning to grasp the fact that the 
family of moderate means consti- 
tutes the bulk of the population in 
this country and that meeting the 
requirements of this section of so- 
ciety is therefore of first impor- 
tance. These are considerable ad- 
vances and are to be commended, 
provided, as seems altogether prob- 
able, they are intermediate and not 
final.” 


Bowen Expands with 
Philadelphia Office 


Scott Howe Bowen, Inc., New 
York advertising representative of 
radio stations, will move from 274 
Madison avenue to larger quarters 
in the Chrysler building, effective 
September 10. 

Another step in the organization’s 
expansion program is the opening 0 
Philadelphia offices. Percy B. Brown 
is in charge of the new branch in 
the Integrity building. Other offices 
are maintained in Chicago, Detroit 
and Boston. 


Staake with N. U. Radio 


Paul C. Staake has become adver- 
tising manager of the National 
Union Radio Corp., New York, leav- 
ing the same position with the De 
Forest Radio Co., Passaic, N. J. 

Mr. Staake is an ex-president of 
the Kalamazoo (Mich.) Advertising 
Club, at the time of his election in 
1922 being the youngest man in or- 
ganized advertising to head a club. 

National Union has acquired four 
tube manufacturing plants during 
the last year. 
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September 6, 1930 


ADVERTISING AGE 


LAVENDER TRAY 
INNOVATION IN 
JEWELRY FIELD 


Monthly Offering, Placed on 
Franchise Basis 


National advertising featuring 
styled jewelry and gift goods for the 
benefit of Main Street jewelers is a 
major objective of the National 
Jewelers Merchandising Bureau, 
Chicago, which recently began oper- 
ations. 

Its influence is already noticeable 
in the increased advertising of affili- 
ated manufacturers, whose goods 
are assured of a showing simultane- 
ously with the appearance of the 
publicity, and in the local advertis- 
ing of the Lavender Tray Selection 
placed by 300 dealers according to 
contract. 

“Mass co-operation is essential in 
selling style,” Hiram A. Long, vice- 
president of the Jewelers’ Merchan- 
dising Bureau, told ADVERTISING 
AcE. “Many industries are formally 
organized to secure this co-opera- 
tion, while others with less compli- 
cated style problems get results 
through a tacit understanding. 

“Automobile manufacturers are 
not formally bound to promote uni- 
form styles, yet the fact that they 
do concentrate on certain styles in 
automobile bodies makes the two or 
three-year-old car conspicuous and 
its owner a good prospect for a 
new one. 


Unifying Their Efforts 

“In competition with more highly 
organized industries for the consum- 
er’s dollar, as well as in direct com- 
petition with chain and department 
stores, the independent jewelry man- 
ufacturer, wholesaler and dealer 
have suffered from a lack of mer- 
chandising machinery and_ unified 
effort. The object of our work is to 
overcome these handicaps for a 
picked group in each division.” 

The idea and the nucleus for the 
personnel of the Bureau were fur- 
nished by the William H. Pool Co., 
advertising counselors and printers 
of Chicago. It has retained several 
experts in the various phases of 
merchandising, and functions inde- 
pendently of any individual company 
or group affiliated with it. 

The original plan limited the num- 
ber of manufacturer participants to 
ten. The desire of other representa- 
tive houses to come in and the ad- 
vantage of having a large number 
in competition to produce meritori- 
ous items, caused this figure to be 
increased to 15. 

The manufacturers agree to sub- 
mit all new designs in popular 
priced goods to the merchandising 
committee of the Bureau, which each 
month selects those it considers most 
salable. The total retail value of the 
selection is limited to $100, except 
in June and December, when the 
limit is $200. The articles sell for 
from $1.50 to $15. 


Sixty Days Ahead 

The manufacturers further agree 
not to show or sell the item selected 
by the committee through the regu- 
lar trade for 60 days after the goods 
are delivered to the Lavender Crest 
retailers. The manufacturers also 
agree to pro rate the expenses of 
the Bureau in excess of receipts 
from retailers’ service fees. 

Dealers authorized to sell the Lav- 
ender Tray items must be leading 
independent jewelry merchants. 

The contract with the retailer pro- 
vides that he shall receive each 
month one full color mailing piece 
at cost of printing, mats for two 
newspaper advertisements, a win- 
dow display and material for in- 
creasing store appeal, and the serv- 
ices of the Bureau’s staff for advice 
and suggestions, including the prep- 
aration of copy for whatever addi- 
tional advertising the retailer wishes 
to do. 


Mail Experts 
Pick Buffalo 


Buffalo, N. Y., Sept. 4.— 
The Direct Mail Advertising 
- Association will meet in Buf- 
falo in 1931, being the first 
major organization to an- 
nounce it 1931 meeting place. 
Milwaukee will be the scene 

of this year’s meeting. 


month. The contract obligates the 
dealer to purchase the monthly Lav- 
ender Tray assortments outright, to 
mail at least 500 pieces of direct 
mail a month, for which he will fur- 
nish postoffice receipts, and to insert 
at least one Lavender Tray adver- 
tisement in his local paper each 
month. 

The wholesaler acts as the Bu- 
reau’s agent in contracting and 
servicing the retailer. Both the 
wholesaler and the retailer can can- 
cel the contract on 60 days’ written 
notice. 


The Lavender Tray 

The Lavender Tray is an un- 
usually elaborate jeweler’s display 
fixture, consisting of a lavender vel- 
vet-covered tray mounted on a 
carved walnut base. It remains the 
property of the Bureau, together 
with the Lavender Crest insignia, 
and must be surrendered should the 
contract be terminated. 
An unexpected development in 
connection with the Bureau’s activ- 
ities, which doubtlessly served to 
augment the confidence of retail 
subscribers, was its recent an- 
nouncement that there would be no 
Lavender Tray assortment for Au- 
gust. During this month the manu- 
facturers had brought out no new 
goods, the Bureau explained. 
According to Mr. Long, it is likely 
that the companies concerned in the 
Bureau’s program will combine to 
conduct national advertising within 
a year. The Bureau itself has not 
as yet sounded opinion on the mat- 
ter, but many subscribers have vol- 
untarily announced their desire to 
support such an undertaking. 


New Pen-Light 
To Be Featured 
by Eveready 


New York, Sept. 4.—Eveready 
Hour, which the National Carbon 
Company claims to be the oldest 
commercial feature on the air today, 
is being devoted largely to the com- 
pany’s new line of Eveready Pen- 
Lights. This is a flashlight made 
in the size and shape of a fountain 
pen. The possibilities are so great 
that the company will probably de- 
vote a considerable part of its pub- 
lication space to the new product. 

The new light fastens in a vest 
pocket or fits in a handbag just as 
a pen does. It is finished in green 
or chromium and is used for finding 
key-holes, locating articles dropped 
at night, examining children’s 
throats when they complain of sore- 
ness, reading theater programs, 
parking beside the bed to read a 
clock, and for numerous other uses. 

In addition to the usual array of 
dealer helps, the company is urging 
dealers to secure the co-operation of 
local theaters in advertising the new 
light. It is believed that theaters 
will be glad to urge patrons to in- 
vest in the Eveready Pen-Light, in 
the interests of fire-prevention. 


Leaves Club Paper 


Martin J. Mullen, editor-manager 
of “Advertising Club Weekly,” pub- 
lished by the Advertising Club of 
St. Louis, has resigned to enter 
other work. The size of the paper 
will be reduced. 

Marion DeVeaux, executive secre- 
tary of the club, will edit the paper 
under the direction of the publica- 
tion committee. 


Made Production Chief 


E. F. Archibald has become pro- 
duction manager for Redfield-Coupe, 
New York agency. Mr. Archibald 
has been with the Isaac Goldman 


The cost to the retailer is $5 a 


Company. 


Publishing Clan 
To Gather at 
Skytop Lodge 


New York, Sept. 4.—Publishers 
are a hard-working lot, as a rule, 
but about this time they begin to 
sneak out into the halls and make 
imaginary swipes at a visionary 
little sphere with some non-existent 
clubs. 

The reason is that the annual 
meeting is approaching—slowly, but 
none the less surely. This year the 
dates are September 16 and 17— 
the place, Skytop Lodge, Skytop, 
near Cresco, Pa., on the Lacka- 
wanna Railroad. 

There is, to be sure, a business 
session during the two-day meeting 
at Skytop. It takes place Tuesday 
morning, but immediately thereafter 
the publishers will proceed to forget 
to worry about advertising copy and 
deadlines, and join the chase of the 
little white ball over the golf links. 

There are prizes galore for the 
golf experts, including no less than 
four cups. There is the Swetland 
Cup, for the low net for 36 holes, 
Merle Thorpe being the 1929 win- 
ner. For second low net, there is 
the Curtis Cup, B. A. Mackinnon 
being the present holder. F. L. 
Wurzburg won the Crowell Cup 
last year for low net for 18 holes, 
first day’s play, while L. C. Klem- 
mer was the winner of the McGraw- 
Hill Cup, low net for the second 
day’s play. 

Eugene Kelley is chairman of the 
golf committee, with Luther D. Fer- 
nald as his assistant. 

There will also be a tennis tourna- 
ment for young men and men who 
stay young. : 

Andrew C. Pearson, chairman of 
the board, United Business Publish- 
ers, Inc., is president of the Na- 
tional Publishers Association. A. 
D. Mayo, Crowell Publishing Com- 
pany, is first vice-president; P. S. 
Collins, Curtis Publishing Company, 
second vice-president; F. L. Wurz- 
burg, Conde Nast, secretary, and 
Roger W. Allen, Hat Trade Pub- 
lishing Company, treasurer. 

George C. Lucas is the perennial 
executive secretary. 


Don’t Tell Baker 


Newspapers Are 
Poor Mediums 


St. Louis, Mo., Sept. 4—John R. 
Baker, business manager of the St. 
Louis Times, who advised advertis- 
ers to do a better job, in a recent 
address before the Advertising Club 
of St. Louis, would have made an 
excellent mechanic if he had not 
been an advertising man. Mr. Baker 
has a burning curiosity as to what 
makes things tick. 

Mr. Baker was with the New York 
American, when a department store 
complained it was not getting re- 
sults from its newspaper advertis- 
ing. Mr. Baker challenged the store 
to let him handle its advertising for 
two months, and the store promptly 
accepted. 

Mr. Baker went into the store 
daily, selected articles in each de- 
partment to be featured in the ad- 
vertising, wrote the copy and made 
the layouts. He insisted that rec- 
ords be kept of sales of the adver- 
tised articles. He insisted with 
equal ferocity that the advertised 
goods be properly displayed. The 
results: 

Nine buyers who failed to give co- 
operation lost their jobs. 

Mr. Baker wrote a book on de- 
partment store advertising. 

The store in which the experi- 
ment took place revised its opinion 
of advertising and is still one of the 
leading users of space in New York 
dailies. 


Y. & R. Get Eldredge 


Clarence E. Eldredge, formerly 
sales manager of the Reo Motor Car 
Co., Lansing, Mich., has joined 
Young & Rubicam, New York ad- 


vertising agency. 


PUBLISHERS’ CHIEF 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


Government Map 
Shows Zone Time 


The Bureau of Standards, Depart- 
ment of Commerce, has issued a 
map showing the standard time zone 
boundaries for the United States 
and parts of Canada and Mexico. 
The map, the first official one of its 
kind, will be helpful in determining 
true and local time for radio broad- 
casts, for making telephone calls, 
setting appointments, etc. 


The Superintendent of Documents, 
Government Printing Office, will fill 
orders on receipt of 10 cents. 


Buy Outdoor Plant 


The Robinson Advertising Co., 
Leavenworth, Kan., has bought the 
poster plant of the Atchison Poster 
Advertising Company. 

The latter was made up of such 
prominent plant operators as Wil- 
iam A. Rogers, Wamego, Kan.; H. 
J. Bartenback, Grand Island, Neb.; 
William J. Gilman, Falls City, Neb.; 
R. K. Hinkson, Topeka, Kan., and 
C. U. Philley, St. Joseph, Mo. 


The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 
dustrial circles. 


The 
Ambassador 


PARK AVENUE at 51st STREET 
NEW YORK 


ATLANTIC CITY LOS ANGELES PALM BEACH 


Clementine Paddle ford 


. . because of her five years’ 
experience as Woman’s Editor 
of one of the biggest national 
magazines 

. . « because of her three years’ 
experience handling publicity 
and promotion for food and 
other “women’s” accounts 

. .» because of her fertility of 
practical ideas 

...and because she can trans- 
late her knowledge to the 
reader Clementine Paddleford 
has been appointed Director of 
the newly organized 


Church 
Housekeeping 


Bureau of 


Catering for 


CROWDS 


How much baking powder is 


needed for layer cakes for 175 people? 


How many squares of chocolate, how 
many teaspoons of salt, how many 


cups of milk and hot water are needed 


for the filling for cake for 175 people? 
Every way they turn in preparing 


church meals women are confronted 


by new problems when they are 


cooking for crowds. 


To help the women of America in 


their church culinary problems Chris- 
tian Herald has established a 
CHURCH HOUSEKEEPING BUREAU 


There are 185,000 Protestant 


Churches in America—suppose they 
serve only 12 church meals a year and 
only 100 people are present at each. 
This means 222,000,000 meals that 
have to be planned, prepared and 
served. Actually the figure would be 


infinitely bigger. 

But whatever the total number of 
meals served annually in the churches 
of America, the total is staggering - 


and food is consumed by the ton. 


Through Christian Herald you 
can buy this tonnage market—at 
pound prices. May we tell you more 


about our plans for catering to 
crowds? 


CHRISTIAN HERALD 


GRAHAM PATTERSON - 


Vice-President 


3}. PAUL MAYNARD _ - - 


Advertising Manager 
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Canadian Paper 
Completes 96 Years 


The Perth Courier, Brockville, 
Ont., has entered its 97th year of 
continuous publication, having been 
established in 1834. It has been 
published by members of the Walker 
family since 1852. 


THE LETTER SHOP, Inc. 
Addressing, Multigraphing, 
Mimeographing, Individual 

Letters 


Telephone Wab. 8655-8656 
440 Se. Dearborn &t., Chicago, Ill. 


REDUCE YOUR COST 
OF SELLING [222% 33 42, 


Folders, Blotters, Booklets” Cate S, etc., etc. 
1 and The Mai ine— 


Tells how to reduce selling cost. 
business ideas, information and facts 
a yt At end of year, we return $4 00 if you we 
itisfied. Send 25¢ for sample copy. 
68 35th Street 


Postage and Mailbag Shock. NY. 


esl THO 


50,000 
SUBSCRIBERS 


New York 
8East 13% Street. 


10,000 GROCERS 
NOW MEMBERS 
OF ALLIANCE 


Grimes Tells How Organiza- 
tion Is Working 


According to a recent announce- 
ment of J. Frank Grimes, president, 
the Independent Grocers’ Alliance of 
America, Chicago, is now spending 
$390,000 monthly for newspaper ad- 
vertising. This does not include an 
appropriation for the radio adver- 
tising recently begun, nor for the 
national magazine campaign § in 
preparation. 

The success of the I. G. A., which 
in less than four years has secured 
10,000 retailer members and a pro- 
portionate number of wholesalers, 
and which, with a gross of $526,- 
000,000, ran second to A. & P. in 
1929, has encouraged the organizers 
to found a similar association in the 
drug field. Preliminary work is 
under way in the New York trade 
territory. While the two associa- 
tions will be operated independently, 
the officers, facilities and methods 
will be shared. 


The Ultimate Goal 

Mr. Grimes said his associates 
will not be satisfied until the Inde- 
pendent Grocers’ Alliance includes a 
carefully selected wholesaler at 
every distributing point in the 
United States and 118,000 retailers 
with a combined annual volume ex- 
ceeding $5,000,000,000. All parts of 
the eastern half of the United 
States have not yet been developed. 
The organization is strongest in 
New England and the middle west. 

“Though it might seem otherwise 
on the surface,” said Mr. Grimes, 
“the present anti-chain , agitation 


creates a perilous situation for 


will keep you 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 
Use the Coupon! 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


posted on the 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 
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IT LOOKS LIKE A REFRIGERATOR BUT— 


—It’s just the idea of Rex Cole, General Electric distributor 
in New York, of how a motorcycle side car should be. 


many wholesalers and retailers who 
are in danger of being lulled to 
sleep by the belief that as a result 
of anti-chain propaganda consumers 
will completely desert the thains and 
throw all their patronage to inde- 
pendent merchants. 


“A number of consumers have 
been moved by strong appeals to 
patronize the independently owned 
home town store. This opens up a 
glorious opportunity for the inde- 
pendent dealer. 


“But the consumer is alert in 
making comparisons between the in- 
dependent and the chain stores. If 
for any reason the consumer now 
finds the independent store a less de- 
sirable place to trade, she will re- 
turn to the chain, and it will be diffi- 
cult indeed to draw her back to the 
independent store a second time.” 


How Alliance Works 


The Independent Grocers’ Alliance 
is unique in that its object is to co- 
ordinate the activities of both whole- 
salers and retailers. The economies 
obtainable through mass operations 
in buying, distributing and merchan- 
dising is the advantage sought, but 
membership does not limit either the 
retailer or wholesaler as to the kind 
and amount of merchandise he 
wishes to stock. 


A wholesaler applying for mem- 
bership must qualify as to financial 
position, commercial prestige, etc. 
He is then issued a charter entitling 
him to all benefits of the I. G. A. 
within a certain defined trade 
area. He is not permitted to sell 
I. G. A. stores beyond his boundary. 
On ordinary business he may sell 
where he chooses. 


The first step in organizing the 
jobber as a division of the I. G. A. 
is to send a group of specialists 
from headquarters to acquaint the 
executive personnel of the whole- 
saler with the plan of operation and 
the part each is to play. The whole- 
saler’s salesmen receive particular 
attention. They are considered the 
pivotal point of the scheme, as their 
constant supervision is necessary to 
make the retail units successful. 


Three-Year Contracts 


The I. G. A. plan is presented to 
selected retailers through group 
meetings, at the conclusion of which 
the retailers are invited to sign 
three-year contracts with the jobber. 
The principal points stipulated are 
that the retailer concentrate his 
buying with the I. G. A. jobber, that 
he remodel his store under the di- 
rection of I. G. A. engineers, and 
that he co-operate in the various 
merchandising activities. The re- 
modeling includes a distinctive paint 
job in white and blue, incorporating 
the I. G. A. insignia. 


The cost of the salaries and ex- 
penses of the field crews are borne 
by the wholesaler. This expense 
varies according to the size of the 
area and the amount of time spent. 


The only other cost to the whole- 
saler is a monthly fee graduating 
upward from $80 on a volume of 
$1,000,000 or less. It is claimed 


that the savings to the wholesaler 
on his purchases through the cen- 
tral buying office amount to several 
times this fee. 


The retailer pays a fee of $3.50 
weekly to the wholesaler. This fund 
is used to defray the expense of 
newspaper advertising in the terri- 
tory, and $10 per year per retailer 
of the fund is sent to headquarters. 


The wholesaler has direct charge 
of the service rendered to the re- 
tailer. This includes advisory serv- 
ices relating to selling, stocking, ac- 
counting and collections, an adver- 
tising broadside covering the nine 
national sales a year, one newspaper 
advertisement each week and printed 
matter bearing the dealer’s name 
for distribution to consumers. 


Position on Brands 


Mr. Grimes denied that the 
I. G. A. is seeking to eliminate na- 
tionally advertised food items. 


“If the books of the manufactur- 
ers of nationally advertised prod- 
ucts could be reviewed,” he said, 
“they would show that the sales to 
I. G. A. wholesalers, instead of de- 
creasing, have shown normal in- 
creases. 


“The I. G. A. label was inaugu- 
rated for the purpose of bringing 
to the wholesaler and retailer a 
complete line of food products under 
one label that could be nationally 
advertised. Only in cases where it 
is found impossible for wholesalers 
and retailers to get their cost of do- 
ing business out of an item will the 
I. G. A. label be used in competi- 
tion.” 


The liberty accorded wholesalers 
in the association with respect to 
choosing the brands they wish to 
sell applies also to their own labels. 


The wholesalers may use their 
own discretion as to the items and 
prices they advertise in their own 
territories. The only obligation 
consists of the agreement to par- 
ticipate in the nine big sales each 
year, which are national in scope. 
Three items selected by the vote of 
the wholesalers are featured in each 
sale. 


The I. G. A. label is owned by the 
alliance, an _ Illinois corporation. 
Wholesalers are protected by an 
agreement providing that, before the 
label can be disposed of in any way, 
the consent of a majority of the 
wholesalers must be obtained. 


Unquestionably, the most impor- 
tant figure in the alliance is the 
wholesaler, to whom the saving pos- 
sible through mass buying is the 
strongest inducement. 


The Alliance maintains five buy- 
ing offices in large cities, and is 
saving wholesalers $15,000 a month 
on freight rates on pooled cars 
alone, it is claimed. Single pur- 
chase orders so far placed have in- 
volved 500 carloads of salt, 100 car- 
loads of sliced peaches, 100 carloads 
of toilet paper, 65 carloads of 
matches, ete. 

According to Mr. Grimes no sav- 
ings of consequence are being made 
on nationally advertised brands. 


Twenty Million 
Is Refrigerator 
Contest Quota 


Cleveland, O., Sept. 4.—Twenty 
million dollars is the quota estab- 
ished for General Electric refrig- 
esators from October 1 to December 
9, during which time the company 
will stage an “On the Top Circus.” 
During this period, P. B. Zimmer- 
man, sales manager, will carry the 
title of circus owner and manager, 
while the ten General Electric dis- 
crict representatives will be desig- 
nated as ring masters. The sales- 
men, of course, are the performers, 

Discussing General Electric’s fall 
advertising, Walter J. Daily, sales 
promotion manager of the electric 
refrigeration department, said that 
the magazine copy must accomplish 
seven specific things: educate and 
inform homes of the benefits of elec- 
tric refrigeration, create a desire 
for ownership, establish a prefer- 
ence for General Electric refriger- 
ators, stress the fact that refrigera- 
tion is a necessity rather than a 
luxury, show how it raises the 
standard of living, pre-sell and build 
prestige for the product. 

While magazines form the back- 
bone of the campaign, it is merely 
one link in the advertising chain. 
Newspapers will be used exten- 
sively, while outdoor copy will be 
used for dominant displays. A fea- 
ture of the fall outdoor copy, Mr. 
Daily said, will be high class art 
work. 

Radio advertising over 44 sta- 
tions and enlarged circulation of 
“The Hostess,” the company’s own 
magazine, will be other features. 
Direct mail, aimed at specific classes 
of prospects, will be continued. 

The company will also stress store 
identification. 

“We want our retail stores to 
stand out,” said Mr. Daily. 

“This will be done through effec- 
tive lighting of windows and in- 
teriors, and through the beautifica- 
tion of stores. More and more pros- 
pects are coming into our stores in 
response to the advertising.” 


Grand Rapids Club 
Divides Programs 


A plan instituted last year of hav- 
ing a different program committee 
for each month proved so successful 
that it is being repeated by the Ad- 
vertising Club of Grand Rapids. 


A different member of the com- - 


mittee will have charge of each of 
the weekly meetings. 


The schedule for the year follows: 


September—Tony Lammers, chair- 
man; C. J. Andreasen, F. J. Acker- 
man, T. Spencer Etheridge, Jr., L. 


J. Gringhuis. 


October—Samuel G. Buckner, 
chairman; A. Wm. Honecker, Ches- 
ter A. Jaqua, J. F. Murphy, P. S. 
Johnson, F. W. Rosenkrans. 

November—E. W. Dahl, chair- 
man; Wm. B. Doyle, Herbert For- 
sythe, Maurice H. Houseman, Thos. 
H. Warwick. 


December—Cornelius B. DeKorne, 


chairman; Ray Winkles, F. 
Steketee, A. J. Sparks, E. J. Mc- 
Ilhiny. 


January—Jacob DeJager, chair- 
man; B. M. Pedigo, A. N. Van Keu- 
len, J. D. Drieborg, Ray F. Barnes, 
H. W. Lightner. 

February—Victor S. Woodward, 
chairman; Henry W. Walstrom, a 


J. Seys, Don Mellhiny, R. 
Krause. 

March—Dan A. Etheridge, chair- 
man; Wm. H. Kessler, Richard 
Smith, Jos. N. Venema, Edward 
Dreier. 


April—Maurice R. Quick, chair- 
man; A. T. McFadyen, Allen G. 
Miller, Jos. Korff, Ray R. Retan. 

May—H. Fred Oltman, chairman; 
Harold Bale, Thys Ferwerda, H. D. 
Fish, K. K. Hicks, H. G. Taylor. 


June—Thomas G. Kindel, Chas. 
Ashton, Dudley V. Cassard. 


Book on Lettering 


William Day Streeter, pioneer in 
the outdoor field, has written a book 
on “Constructive Lettering.” The 
volume is being used by artists 
and as a reference book for adver- 
tisers. 
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ADVERTISING AGE 


PROGRAM FOR 
DIRECT MAIL 
MEET READY 


Pittsford Finishes Plans for 
Milwaukee 


Ben C. Pittsford, head of the Chi- 
cago typographical house of that 
name, and chairman of the program 
committee of the Direct Mail Ad- 
vertising Association, has put in the 
finishing touches on plans for the 
convention to be held at Milwaukee 
September 29-October 1. 

The final draft follows: 


General Sessions 
WEDNESDA Y—A. M., October 1st. 

Wm. A. Biddle, President D. M. 
A. A., presiding; Adv. Mgr. The 
American Laundry Machinery Co., 
Cincinnati, O. 

1. Honorable Walter J. Kohler, 
Governor of Wisconsin, Pres. Kohler 
Co., Kohler, Wisconsin. 

2. Merle Thorpe, Editor, Nation’s 
Business, Washington, D. C. 

3. C. L. MeMullen, Fuller & 
Johnson Mfg. Co., Madison, Wis. 

4. Sales and Advertising Address. 
A novelty feature presented through 
the courtesy of the Acme Sound 
Products Corporation, Chicago. 
WEDNESDAY—P. M., October Ist. 

Clarence E. Fisher, Gateway Ptg. 
Co., Seattle, Wash., presiding. 

1. C. L. Burton, President, Simp- 
son’s, Ltd., Toronto, Canada. “The 
New Commodity World.” 

2. Fred Millis, President, Millis 
Advertising Co., Indianapolis. “Di- 
rect Mail Advertising, Its Place in 
Association Advertising.” 

38. E. H. Westland, Supervisor of 
Sales Promotion, Mail Order Branch, 
Montgomery Ward & Co., Chicago. 
“The Weakest Link in Distribution.” 
THURSDAY—A. M., October 2nd. 


C. C. Younggreen, President, Dun- 


ham-Younggreen-Lesan, Inc., Chi- 
cago, presiding. 
1. Wayne Calhoun, Vice-Pres., 


Proctor & Collier Company, Cincin- 
nati, O. “The Mail Man Takes it 
There.” 

2. Harry Collins Spillman, Edu- 
cation Director, Typewriter Division, 
Remington-Rand Business Service, 
Buffalo, N. Y. “The Balance of 
Power in Selling.” 

3. E. P. H. James, Sales Promo- 
tion Mgr., National Broadcasting 
Company, New York City. “What 
Radio Brings to Direct Mail Adver- 
tising.” 

FRIDAY—P. M., October 8rd. 

Geo. W. Ward, President, D. L. 
Ward Co., Philadelphia, Pa., presid- 
ing. 

1. Ferdinand Aumueller, Cramer- 
Krasselt Company, Milwaukee. 
“Color As a Sales Builder.” 

Direct Mail Leader’s Symposium 
under direction of Geo. W. Ward, 
Chairman Educational Committee, 
Direct Mail Advertising Association. 
Prizes will be awarded for the best 
exhibits of direct mail campaigns 
and short talks given by some of the 
winners. Time will be allowed for 
discussion of the campaigns. 


Industrial Departmental 
THURSDAY—P. M., October 2nd. 

G. D. Crain, Jr., Editor and Pub- 
lisher, Class & Industrial Market- 
ing, Chicago, presiding. 

1. Keith J. Evans, Adv. Mgr., 
Jos. T. Ryerson & Sons, Inc., Chi- 
cago. “Organizing and Operating a 
Sales Promotion Department.” 

2. O. C. Dahlman, Adv. Mgr., Na- 
tional Equipment Corp., Milwaukee, 
Wis. “Using Broadsides and Print- 
ed Pieces in the Construction Indus- 
try.” 

38. Don Allshouse, Adv. Megr., 
Northern Equipment Company, Erie, 
Pa. “Using Direct Mail in Connec- 
tion with Business Papers.” 

4. C. W. Kalbfus, Adv. Mgr., 


Broadcast Via 
Receiving Set 


Pittsburgh, Pa., Sept. 4—The 
new Westinghouse radio re- 
ceiver was given a unique dem- 
onstration in a chain program 
from this city last week. 

The receiver was placed be- 
fore a microphone. Part of the 
program was broadcast in the 
usual way and the rest through 
the Westinghouse receiver, lis- 
teners being challenged to 
detect the change. 


“Building the Industrial House Or- 
gan.” 


Financial Departmental 
THURSDAY—P. M., October 2nd. 
A. Earl] Bryson, President, Finan- 
cial Advertisers Ass’n, Vice-Pres., 
Halsey Stuart & Co., Chicago, pre- 
siding. 

1. Joseph Levin, Adv. Mgr., A. G. 
Becker & Company, Chicago. “Using 
Direct Mail to Sell Investment Se- 
curities.” 

2. H. Fred Wilson, President, 
Chicago Financial Advertisers, Ad- 
vertising Counsel, Continental Illi- 
nois Bank & Trust Company, Chi- 


cago. “How Direct Mail Is Used to 
Secure Savings Accounts.” 

8. John Donovan, Adv. Megr., 
Central Hanover Bank & Trust 
Company, New York City. “The 


Use of Direct Mail in Selling Trust 
Services.” 


House Organ Departmental 
THURSDAY—P. M., October 2nd. 

J. C. Aspley, Editor and Pub- 
lisher, Printed Salesmanship, Chi- 
cago, presiding. 

1. I. A. Hirschmann, Director of 
Publicity and Sales, L. Bamberger 
& Co., Newark, N. J. 

2. W. J. Weldon, Adv. Mgr., Ad- 
vance-Rumely Thresher Co., La 
Porte, Ind. 


Retail Departmental 
THURSDAY—P. M., October 2nd. 
Joseph B. Mills, The J. L. Hudson 
Company, Detroit, presiding. 
1. A. E. McElfresh, Sales Promo- 
tion Mgr., Mandel Bros., Chicago. 
2. Sidney Carter, Mgr., Merchants 
Service Bureau, Rice-Stix Dry 
Goods Co., St. Louis. “Spreading 
the Message and Driving it Home.” 
8. Theodore F. Pevear, Theodore 
F. Pevear Co., Rochester, N. Y. 
“Refining the Retail Store List by 
Charge Account Analysis.” 


Advertising Production 
FRIDAY—A. M., October 3rd. 
Paul C. Treviranus, Vice-Pres., 

The E. F. Schmidt Co., Milwaukee, 
presiding. 

1. Douglas C. McMurtrie, Direc- 
tor of Typography, Ludlow Typo- 
graph Co., Chicago. “The Typog- 
raphy of An Active Age.” 

2. Hart Vance, Jr., Pres., Hart 
Vance Co., St. Louis. “Putting the 
Prospect Into the Picture with Per- 
sonalizing.” 

3. Ellsworth Geist, S. D. Warren 
Company, New York City. “The 
Proper Approach to Economy.” 


Better Letters 
FRIDAY—A. M., October 3rd. 
W. C. Dunlap, Vice-Pres., Amer- 

ican Multigraph Sales Co., Cleve- 
land, presiding. 

1. C. A. Bethge, Vice-Pres., Chi- 
cago Mail Order Company, Chicago. 
“What We Expect From Mail Order 
Letters.” 

2. Charles R. Wiers, The Spirella 
Company, Niagara Falls, New York. 

38. John Howie Wright, Editor, 
Postage & The Mailbag, Brooklyn, 
New York. “What Constitutes a 
Better Letter.” 

4. Robert G. Marshall, Vocational 
Director, Federal Schools, Inc., Min- 
neapolis, Minn. “Letters That Pro- 
duce Sales.” 


Leaves Outdoor Service 

Burton Harrington has resigned 
from Outdoor Service, Inc., Chicago, 
where he has been acting as public- 
ity manager, to accept a position 
with the General Candy Company in 
the same capacity. 


Leech with Agency 
Harper Leech, financial writer, 
has become a vice-president of Ru- 
dolph Guenther-Russell Law, Inc., 


The Elliott Company, Jeanette, Pa. 


New York. Mr. Leech will serve in 
the Chicago office. 


McCord’s Letters 
Have Captured 
Eight Trophies 


Los Angeles, Cal., Sept. 4—Clare 
McCord, of Long Beach, who won 
the trophy offered by the Pacific 
Advertising Club Association for the 


Clare McCord 


most effective direct mail campaign, 
bears his honors modestly, possibly 
because of force of habit. Mr. Mc- 
Cord has won eight cups offered by 
the P. A. C. A., and if he continues 
the pace, may have to hire storage 
space. 

His exhibit this year consisted of: 

1. Ten letters to committee work- 
ers in the Long Beach Community 
Chest campaign that stimulated 
them to raise the largest amount of 
money ever subscribed in any pre- 
vious drive in that city. 

2. Twelve letters that increased 
charge accounts 331/3 per cent in 
one year for a men’s clothing store. 

3. Ten letters that increased the 
business of tire dealers while that 
of other retailers was declining. 

4. Ten letters for a manufacturer 
that brought so much business from 
the Pacific Coast that the plant is 
to be moved here from the East next 
year. 

5. Nine letters for an independent 
laundry that eliminated the yellow 
peril. 

Previous trophies won by Mr. Mc- 
Cord were at Spokane, in 1923, for 
the best three-minute speech; at 
London, in 1924, for the best pub- 
licity efforts in advertising home 
club and city; at Seattle, in 1925; 
San Francisco, 1926; Portland, in 
1927; Honolulu, T. H., in 1928, and 
Oakland, in 1929. 

Mr. McCord is a charter member 
of the Long Beach Advertising Club, 
which was organized in 1921; has 
served as its secretary, and is now 
on the board of directors. He is 
also on the board of directors of the 
Chamber of Commerce, and an offi- 
cer in the Elks Lodge. 

He is 32 years old. 


$1,000 for Slogans 

The Hertz Drivurself Stations, 
Chicago, IIl., will give $1,000 for the 
best slogans expressing the advan- 
tages of its system. The contest 
will close September 30. 

Prizes are to be distributed as 
follows: $500 to the writer of the 
winning slogan, $250 for the second- 
place winner and $50 each for the 
next five. In the event of ties du- 
plicate awards are to be made. Any 
entrant may submit as many slo- 
gans as desired, but no individual 
may qualify for more than one of 
the prizes. 

Suggestions for slogans are to be 
mailed to the Hertz Drivurself Sta- 
tions, 23 East Jackson Boulevard. 

The committee of judges is made 
up of Walter Jacobs, president and 
general manager of the Illinois 
Hertz Drivurself Stations; Harry 
Rick, of Lord & Thomas and Logan, 
and Lawrence Bell, of the Street 
Railway Advertising Company. 


New Role for Roberts 


W. A. Roberts has been ig eae 
agricultural sales manager for the 
tractor division of the Allis Chal- 
mers Manufacturing Co., Milwau- 
kee. He was formerly with I. J. 


Haug & Sons, of Regina, Sask. 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


OFFICE AND STENOGRAPHER 
SERVICE 

Chicago representative leading na- 

tional trade publication will share 

office and stenographic services with 

non-competitor. New building. Wal- 

eer 45 E. Ohio St., Superior 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab, 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 


Addressing, Signing, Multigraphing, Mailing 


Truth about 
National Brands 


What does the future hold 
for them? What are the 
trends? Where are they 
headed? 


Interesting facts are dis- 
closed, figures and names 
are given in a statistical 
study of the advertising of 
food dealers—chains, vol- 
untary chains and large 
food markets —in recent 
issues of 


The New Era in 


FOOD DISTRIBUTION 


37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


BOUND-INDEXED 
Handy to File 


MEDIA ANALYSIS 
For Primary Field 


WEEKLY SERVICE 
On New Advertisers 


maiden. The Sales Strategy and Adve 


The primary media field is accurately and 


General Magazine Field, 
These are the Primary Media and show you 
the scope and consumer approach of your 

competitors for public favor. 


245 Fifth Avenue, New York 
7 Water Street, Boston 
Cham 


The National 
Advertising 
Records “tata 

SELLING—is the major problem of our time, and ADVERTISING is its hand 


BOUND-INDEXED 
Handy for Reference 


YEARLY COMPARISON 
Since 1924 


rtising Policy of each national advertiser 


unfold before your eyes month by month, if you are a subscriber to 


THE NATIONAL ADVERTISING RECORDS 


thoroughly checked for you month by month 


Farm Field, Radiocasting 
The strength and weakness of each publica- 
tion is accurately plotted for you in each 

given fiel 


No ADVERTISER, AGENCY, or PUBLISHER can afford to be without the 
NATIONAL ADVERTISING RECORDS 


Confer today with our nearest office and have them shown to you. 
pecial Reports Compiled on Application. 
The COST is small, the SERVICE is great! 


NATIONAL REGISTER PUBLISHING CO. 


NEW YORK, N. Y. — Sole Sales Agent 


140 South Dearborn Street, Chi 
929 Russ Building, San Room 


ber of Commerce Building, Los Angeles 


TYPOGRAPHI 


LEE & PHI 


MONTAGUE LEE, INC. FREDERIC NELSON P 


HIGH SPEED WITHOUT LOWERING 


C STANDARDS 


Ours is a day-and-night, 24-hour service. Yet, we are 
not selling speed, but giving it. Speed is important, 
to be sure. However, it is imperative that modern 
typography shall have those finer creative touches 
of design and detail which “hand-tailor” strength, 


charm and vivid expression into an advertisement. 


LLIPS, INC. 


TypographersWhoProve ltWithProofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


HILLIPS, INC. GRAPHIC TYPESETTING CORP, 


CAXTON TYPOGRAPHERS, INC. (Formerly Wienes Typographic Service) 
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ADVERTISING AGE 


September 6, 1930 


In Agency Field 


E. T. Slackford, former promo- 
tion manager for the Chicago Jour- 
nal of Commerce, has become an 
account executive with Freeze-Vogel 
& Crawford, Milwaukee agency. He 
will specialize in industrial ac- 
counts. 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employment 
agency law, our methods are unlike any other 

agency. 
PROFESSIONAL > OFFICE SERVICE 
(Agency) 


rey Chrysler, 


Gu Prop. 
527 Fifth Avenue, New Y Murray Hill 10488 


For Dependable 
Photostat Service 


4 
? 
F. A. RUSSO INC. 


230 PARK AVE. 509 FIFTH AVE. 
60 E. 42nd ST. 250 W. 57th ST. 


VANderbilt 9975-6-7 
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Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
with high efficiency and economy 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete sales service—directory, 
daily information bulletin and list- 
ing of your literature. 

Let us help you get your share of 
one h millio spent 
every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P, 
537 S. Dearborn Street 
Chicago, Ill. 


NEW FUNCTIONS 
NOW PERFORMED 
BY WAREHOUSES 


Association Explains Place in 
Modern Scheme 


The public warehouse has prog- 
ressed far beyond its original pur- 
pose of providing a place for manu- 
facturers to store their goods, the 
American Warehousemen’s Associa- 
tion, Chicago, reports. So varied 
are the functions now offered by 
members of the organization that it 
was found necessary to explain them 
in black and white. 

“A, W. A. public merchandise 
warehouses are essentially distribu- 
tion warehouses, since goods, as a 
rule, do not remain in them for any 
great length of time,” asserts the 
new volume, which points out that 
this type of service should not be 
confused with private warehouses 
maintained by manufacturers, 
household goods and furniture ware- 
houses for storage of personal prop- 
erty, cold storage warehouses, spe- 
cial commodity warehouses and 
bonded warehouses. 

Among users of A. W. A. public 
merchandise warehouses are some 
of the greatest names in American 
business, such as the American To- 
bacco Company, National Carbon 
Company, Vacuum Oil Company, 
and others equally illustrious. 


Functions Explained 

The association summarizes the 
available services of its members as 
follows: 

1, These responsible, reliable 
warehouses are located in every dis- 
tribution center of importance. 

2. They furnish all necessary fa- 
cilities and services required for 
spot-stock distribution of raw ma- 


appeal value. 


CHICAGO 
2320-2336 Wabash Ave. 


OVER A THIRD 
CENTURY OF 
PRESTIGE 


For over thirty-five years our 
lithographed products have 
been establishing an ever in- 
creasing prestige among 
national advertisers. 


Today a list of our customers 
is a list of the leading adver- 
tisers of the country. 


| Whatever your product, we 
can display it to gain the 
Maximum attention and 

| 

| 
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EDWARDS & DEUTSCH 
LITHOGRAPHING 
COMPANY 


Offset » Poster ~ Color 
Commercial Lithographers 


MILWAUKEE 
2101-2113 Michigan St. 
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terials, manufactured articles and 
service parts of every kind. 

3. They supply trained, experi- 
enced personnel to perform all the 
details of handling, storing, assem- 
bling orders, marking, packing, rec- 
ord-keeping, shipping and delivery 
—including pool-car handling and 
distribution, carload and less-than- 
carload shipments, consolidated 
shipments, city and suburban deliv- 
ery, truck shipments, steamer ship- 
ments, etc. 

4. They carry complete stocks for 
manufacturers, keeping different 
items and different grades of mer- 
chandise separated. 

5. They store such merchandise 
in modern buildings with low insur- 
ance rates and adequate fire protec- 
tion, equipped with the most modern 
devices and methods for scientific 
and economical storing and han- 
dling of merchandise. 

6. They are located on railroad 
sidings or at steamship docks, with 
facilities for inbound and outbound 
carloadings. Inland warehouses are 
usually located at the trade centers 
of their particular cities. 

7. They act in a branch house 
capacity for manufacturers, doing 
everything that the manufacturer 
himself could do in the physical dis- 
tribution of his merchandise—and 
at less cost. Not only do they store 
and distribute the manufacturer’s 
goods, but they can receive the 
manufacturer’s mail and handle his 
orders, secure listing in local tele- 
phone directories, using the manu- 
facturer’s name and the warehouse 
telephone number, provide display 
space for merchandise samples, and 
office space for salesmen. 

8. They will issue negotiable or 
non-negotiable warehouse receipts 
when desired; so that the manufac- 
turer may borrow against stored 
goods. 


Keep Credit List 

9. They will keep an approved 
credit list as authorized by the 
manufacturer (known as “The Ac- 
credited List”); and will release 
merchandise (up to set limits) to 
jobbers and retailers on this list, 
without waiting to have the manu- 
facturer’s office approve the order. 
This saves delay, speeds delivery. 

10. They will draw sightdrafts 
in favor of the manufacturer, if de- 
sired, when shipments are made 
from warehoused stock. 

11. They enable the manufac- 
turer to advertise to the jobbing and 
retail trade of any particular dis- 


trict that a stock is available for 


delivery on short notice. This meets 
small-order buying conditions as 
they exist today. 

12. They will supply jobbing lists, 
and in many cases, dealer lists by 
zones, in the cities in which they 
are located. Through their knowl- 
edge of local conditions, traditions 
and prejudices, they will assist the 
manufacturer’s sales department 
and salesmen in many ways—often 
giving invaluable counsel which a 
new branch manager, a stranger in 
the city, could not obtain. 

13. They will provide local truck- 
ing data, such as routes, lines and 
rates. Traffic managers of ware- 
houses not only know about all de- 
tails of the old-established local 
freight service by rail or water, but 
they keep in touch with the rapidly- 
developing motor truck and _ air- 
transport lines. The A. W. A. 
warehouses are the natural sources 
of traffic information in any locality. 

Provide Flexibility 

14. They provide flexibility in 
storage space. The manufacturer 
pays only for the space he uses— 
whether it is for a hundred cases 
or ten thousand. A. W. A. ware- 
house space may be expanded or 
contracted in any market as sales 
grow or fall off, without making a 
contract and without advance ar- 
rangement. 

15. They charge for their serv- 
ices on the basis of units of goods 
handled—these being also the units 
used in selling: per case, barrel, ton, 
etc. The manufacturer thus knows 
his warehouse and handling costs 
per unit in a manner not possible 
when he does his own handling, with 
a constantly shifting overhead. 
Warehouse costs are always uni- 
form per unit. When a manufac- 
turer operates his own branch house, 
his costs per unit vary with the tide 
of business. 

16. They enable manufacturers 
to establish multiple spot stocks 
without added costs. A hundred 
warehouse stocks in different locali- 
ties cost the same (roughly speak- 
ing) as a dozen. The only differ- 
ence is the record work at the home 
office. For this reason, progressive 
manufacturers using A. W. A. ware- 
houses usually establish more ware- 
house stocks than sales agencies. 


Davis Resigns 
J. Erle Davis has resigned as ad- 
vertising manager of the Kentucky 
Utilities Co., Louisville, an Insull 
concern. He has been succeeded by 
W. Howe Sadler, late of the Lowis- 
ville Courier-Journal. 


Underwriters 
To Use Every 
U.S. Newspaper 


Washington, D. C., Sept. 4—An- 
nouncement has been made of a 
nation-wide advertising campaign 
to be inaugurated by the National 
Board of Fire Underwriters, in 
which the underwriters expect to 
use more newspapers than any other 
advertiser at the present time—in a 
word, every English newspaper in 
the United States for its first ad- 
vertisement. 

In a report of this innovation by 
the Fire Underwriters, it is said 
that field and local agents have been 
furnished with copies of the adver- 
tisement, and other material in con- 
nection with the campaign has been 
distributed. 

This first advertisement, entitled 
“Your Cheapest Necessity,” will call 
attention to the fact fire insurance 
is becoming increasingly necessary 
to modern life, that its cost is con- 
tinually decreasing, and has been 
doing so for years, even during the 
post-war inflation period. W. War- 
ren Ellis, in charge of the work as 
assistant to General Manager W. E. 
Mallalieu, is quoted as saying: 

“This marks the beginning of the 
most comprehensive program of 
public relations and public educa- 
tion that any industry can boast of. 
Advertising is only a part of the 
public relations program that stock 
fire insurance has developed after 
several years of experiment, re- 
search and study. This program 
consists of all the known elements 
of sound public relations work—ad- 
vertising, editorial service, tie-in 
advertising, service for local agents, 
and public speaking—and gives us 
all the machinery for making stock 
fire insurance better understood by 
the public and the press. 

“Especially does it place us in po- 
sition to effectively defend ourselves 
from unjust criticism. In other 
words, our industry has a voice, and 
it is a voice of some proportions.” 

The Board of Fire Underwriters 
of the Pacific, the Western Actuarial 
Bureau, the Eastern Underwriters 
Association, the Southeastern Under- 
writers Association and the Under- 
writers Laboratories are co-operat- 
ing with the program, it is reported. 


Club Throws 
More Light on 
Advertising 


Norwalk, Conn., Sept. 4—The 
Shorehaven Golf Club of this city, 
staged its annual summer masque- 
rade in the form of an advertising 
dance. Guests were attired to rep- 
resent figures in national advertise- 
ments. 

First prize in one division was 
won by a woman who attended as 
Mme. Dutch Cleanser. Second prize 
went to Five Fruits Syrup. The 
men’s first prize was awarded for an 
advertisement for rubber heels and 
second for the chef of Cream 0’ 
Wheat. 

An advertisement for Cook’s 
Tours, represented by a group of 
people wearing national costumes, 
drew attention. Flit was popular, 
being chosen by three different 
couples. Two men appeared as the 
Smith Brothers. The Best Twins, 
Kellogg’s Corn Flakes, Lucky Strike, 
Wrigley’s gum, Palmolive soap, 
Community Plate Silver and other 
nationally advertised products were 
represented. 


Bigler with Agency 
Oscar Bigler has joined the S. C. 
Baer Company, advertising agency 
of Cincinnati. Mr. Bigler has been 
a sales executive with the Philip 
Carey Manufacturing Co., Cincin- 
nati. 


Phibbs Is Moving 


The Harry C. Phibbs Advertising 
Company, Chicago, will occupy new 
offices at 43 East Ohio street about 
September 15. This is three blocks 
South on Cass street from the old 
location. 
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Proof 
o the Pudding 


Financial papers attribute the re- 
cent rise in stock of Radio-Keith- 
Orpheum to the fact that Amos and 
Andy talkies will be brought out on 
the R-K-O circuit in the near future. 
In addition to making the nightly 
broadcast for the Pepsodent Com- 
pany, Correll and Gosden are devot- 
ing their days to the talkative films. 


* * * 


Real Silk Hosiery Mills, Inc., one 
of the direct-to-the-consumer organ- 
izations, is having a good year, with 
business running well ahead of 1929, 
according to President Porter M. 
Farrell. While individual sales in 
the house-to-house selling have been 
smaller this year, aggregate trans- 
actions have been the largest in the 
company’s history. 

Real Silk Hosiery Mills, Inc., em- 
ploys 14,000 persons, 4,000 of whom 
are engaged in production, and the 
remaining 10,000 in sales. 


* * * 


The Western Grocer Company, 
well-known wholesale grocery house, 
had a better net profit for the fiscal 
year ended June 30 than in 1929. 
The recent figure is $353,509, com- 
pared with $229,369 a year ago. 


* * * 


Anticipating great retail activity 
in Chicago during the 1933 World’s 
Fair, the Forsythe Shoe Corpora- 
tion, chain store operator, has leased 
a store on State Street. The com- 
pany specializes in women’s and 
girls’ shoes at a uniform price of $4. 
The new lease is for 18 years. 


* * a 


In spite of the fact that its vol- 
ume of business for the first six 
months of 1930 approximated that 
of 1929, the Oliver Farm Equipment 
Company passed one of its divi- 
dends, though declaring the usual 
quarterly payment of $1.50 a share 
on prior preferred stock. The action 
merely means, according to Presi- 
dent M. W. Ellis, that the company 
will conserve its cash resources for 
the present. 


Net profit for the first six months 
was slightly lower than in 1929, 
owing to reduced sales of tractors, 
caused by plans for a new line. 


* * * 


The International Silver Company, 
the largest manufacturer of silver- 
ware in the world, has not had a 
good year, but the last half will 
probably show an 
One of the plums which the company 
is now masticating is an order for 
100,000 pieces of flat and hollow 
ware for the new Waldorf-Astoria 
Hotel, New York. 


* * * 


The Loose-Wiles Biscuit Company 
has strengthened its distribution in 
the Northwest by an affiliation with 
the Tru Blu Biscuit Company, 
which has plants in Spokane, Port- 
land and Seattle. While Tru Blu 
will continue to make its own line 
of crackers and cakes, it will become 
Northwest distributors for Loose- 
Wiles. 


* * * 


Atlas Stores, sporting goods and 
radio chain, have adopted a new 
tack, closing a contract with a Chi- 
cago department store to take over 
the radio departments of the three 
stores in the company. 


* * * 


In spite of a decline in earnings 
_-@or the first quarter of the year, the 
Lambert Company, daddy of the 
Lambert Pharmacal Company, made 
a sensational recovery in the second 
three months. Its earnings for the 
half are only slightly behind those 
of 1929. 

According to the Chicago Journal 
of Commerce, the good will built up 
by the company by advertising is 
shown on its balance sheet at $1. 
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A painting by Carl Erickson for the R. J. 
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nolds Tobacco Company. It is among those being 


shown at the Ayer exhibit in Philadelphia. 


Wrigley Reveals 
Philosophy of 
Advertising 


“We always increase our advertis- 
ing in bad times. In the first place, 
that is when we need to advertise 
to sell our product. In the next, it 
is the time when there is less adver- 
tising and our copy makes a more 
impressive showing. This is an ad- 
vertising buyers’ market.” 

William Wrigley, Jr., Chicago, 
summarized his advertising philoso- 
phy in these words in a recent inter- 
view. His policy has been successful 
at home and abroad, he indicated. 
He continued as follows: 

“Many fond parents who a year 
ago would take home a box of candy 
or a small toy to the children each 
day, this year have adopted the 
thrifty policy of taking a package of 
gum instead. And in many cases, 
much to the surprise of the parents, 
the children have been highly pleased 
with the economical choice.” 

He said the Japanese and the 
Chinese are very fond of gum, but 
had to be taught how to use it, most 
of them having a great desire to 
swallow the gum. 

The merchant in China has a pair 
of shears attached to the jar in 
which he keeps the gum; the Chinese 
have not a great deal of money 
and there is a big demand for half 
sticks. 


Guarantee Boosts Sales 


Tested policy of seedsman that others can 
use. Hard-won experience you get free. One 
of the hundred merchandising ideas each 
month digested in Selling Aid Sousd--tatan 
ing the meat of articles in current business 
magazines. Ask for sample. 


FLINT McNAUGHTON 
78 E. Madison Street CHICAGO 


Sizing up the 
National Jewelry Market 


THE JEWELERS’ CIRCULAR Loupe is our 
monthly mailing folder containing facts about 
the jewelry trade, hand picked by our Field 
Editor in his travels all over the country. Each 
issue describes a different city. Agencies and 
advertisers interested will be added to the 
list if request is sent on firm’s letterhead. 


THE JEWELERS’ CIRCULAR 


The Recognized Authority of the Trade 
239 West 39th Street, New York 


A Division of United Business Publishers, Inc. 
a S a Be 8s 


THE NATIONAL 
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490 Lexi 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 


49d Street and Park Avenue 
TIMES BLDG,, TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 
Graybar Building 
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Plates 


*P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
vice that advertisers appreciate. 


°P & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Advertising 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years 


helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 
Z1i2 Federal Street +. Chicago 
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Women in 
Advertising 


Daisy D. Worthen 


St. Louis, Mo., Sept. 4.—Serv- 
ing as vice-president of the Rex 
Letter Service and secretary-treas- 
urer of the Mail Advertising Service 
Association apparently does not ab- 
sorb all of the energies of Daisy D. 
Worthen. 

Mrs. Worthen’s portrait recently 
appeared on the front page of the 
St. Louis Star by virtue of having 
written the prize-winning letter in 
a contest conducted by that publica- 
tion. The Star asked its readers to 
tell what they would do if they were 
in the place of Princess Helen of 
Rumania. Mrs. Worthen evidently 
had the right answer. 

Mrs. Worthen is said to be one of 
the originators of the guarantee sys- 
tem of the Rex Letter Service, 
under which no charge is made to 
an advertiser unless the campaign 
goes out on time. One large order 
required the company to add 300 
persons to its organization over- 
night. As a result of this experi- 
ence, it decided to specialize in rush 
orders. 

Mrs. Worthen is a member of the 
Women’s Advertising Club of St. 
Louis, and as chairman of its em- 
ployment bureau, has created a 
clearing house of advertising posi- 
tions. 


A. F. A. to Distribute 
Books on Advertising 


Approximately 30 books and 
pamphlets on advertising topics have 
been collected for free distribution 
among sustaining members of the 
Advertising Federation of America, 
as of September 1, it has been an- 
nounced by the Bureau of Research 
and Education. ; 

Among them are: A discussion by 
Julius Klein, assistant Secretary of 
Commerce, on “Advertising Amer- 
ican Goods Abroad,” and another by 
the same authority on “Prosperity 
Insurance Through Coordinated 
Effort.” 

Of particular interest are two ar- 
ticles by R. W. Lyons, executive sec- 
retary of the National Chain Store 
Association on the “Relations of the 
Chain Stores and the Manufac- 
turers” and the “Economic Aspects 
of the Chain Stores.” 

Other offered pamphlets are: “The 
Engineer’s Viewpoint of Advertis- 
ing,” by Charles F. Kettering, direc- 
tor of the General Motors Research 
Laboratory; “Improving the Coordi- 
nation of Advertising and Selling.” 
by A. Heath Onthank, formerly di- 
rector of research, George Harrison 
Phelps, Inc.: a treatise on the prac- 
tical method for applying the four 
principles of industrial marketing, 
prepared by the McGraw-Hill Pub- 
lishing Company; “Small Store Ad- 
vertising,” a hand book for the 
retail merchant; “Trends in Retail- 
ing” by Paul H. Nystrom, professor 
of marketing, Columbia College. 


Joins Buckley, Dement 


W. E. Marquam has become sales 
director of printing production for 
Buckley, Dement & Co., Chicago. He 
spent eight years with the Faithorn 
Company, Chicago. 


Brunswick Cup 
May Go to Radio 
Advertiser 


New York, Sept. 4—The Bruns- 
wick Radio Corporation has an- 
nounced the creation of an annual 
|award for achievement in the radio 
| and broadcasting fields. This award 
| will take the form of a trophy, the 
Brunswick Cup, which will be pre- 
sented for the first time during Sep- 
tember, 1931. 

The Comtesse Marguerite de Tau- 
rines will act as organizer and ex- 
officio member of the award com- 
mittee. 

The broadcast year, for the pur- 
poses of the award, will be predicated 
upon the twelve months starting 
September 1. Organized scrutiny of 
all broadcasts, a definite part of the 
plans of the committee which is be- 
ing brought into existence for this 
purpose, starts on that date this 
year. 

Under the terms of the award it 
| will be presented each year “for the 
| broadcast achievement which has, by 
its conception, made an outstanding 
and vital contribution to the life of 
the American people.” 

The award may go to an individual 
broadcaster, to a commercial spon- 
sor of a program, to an advertising 
agency or to a broadcasting station. 
It may be presented for the creation 
of one great program or may be 
presented for a series of programs. 

There is no limitation placed upon 
the type or character of program. 
In fact, it is understood that the 
award may not be presented for a 
program at all but may go for an 
achievement of semi-technical char- 
acter. 

Recorded programs are not to be 
barred from consideration. Should 
the recorded medium make an out- 
standing contribution towards broad- 
casting, it will have consideration by 
the judges. 


Lowry Promoted by 
Montgomery Ward 


Russell K. Lowry, for whom a 
new position called “retail sales pro- 
motion and advertising manager” 
has just been created with Mont- 
gomery Ward & Co., Chicago, has 
made an unusual record in the nine 
months since he joined the organ- 
ization. 

Mr. Lowry came to Montgomery 
Ward & Co. last year as advertising 
manager for the retail stores. His 
new post will give him wider scope 
for executive and sales promotional 
ability. 

In addition to his past responsi- 
bilities, which have included the di- 
rection of Montgomery Ward & Co.’s 
newspaper advertising for over 560 
retail stores, Mr. Lowry now takes 
over the work of sales planning and 
the direction of all sales promo- 
tional activities and advertising used 
by Ward’s stores. This includes di- 
rect mail, outdoor, radio and all 
other forms of advertising. 


Zeppelins Mass for 
Attack on Broadway 


Broadway has added another nov- 
elty to its animated electric spec- 
tacular displays. 

It is an antomatic arc stereopti- 
con, which throws a cloud effect and 
a Zeppelin, moving in and out of 
the clouds, being attacked by air- 
planes, the clouds and the Zeppelin 
moving across the electric advertise- 
ment. 

The new display features “Hell’s 
Angels,” a talking moving picture, 
which is being shown simultaneously 
at both the Criterion Theatre and 
the Gaiety Theatre. The electric 
display dramatizes, by means of 
steel, electric bulbs, luminous tubes, 
and a stereopticon, sky battles be- 
tween areoplanes and a Zeppelin, 
the latter supposed to be bombing 
London during the war. 

By the use of projectors and 
stereopticon, the Zeppelin and cloud 
effects are produced, giving motion 
and depicting the high points of the 
sky battles. 


Gets Specialty Account 


Klau-Van_ Pietersom-D u nla p- 
Younggreen, Inc., Milwaukee, is 
planning a campaign for the Wis- 
consin Specialty Mfg. Co., Milwau- 
kee. General magazines and busi- 
ness papers will be used for the 
gl line of novelties and no- 
tions. 


Coming 
Conventions 


Sept. 8-10—Association of North 
American Directory Publishers at 
Detroit. 

Sept. 16-17. National Publishers’ 
Association at Sky Top Lodge, Pa. 

Sept. 17-20—Financial Advertisers 
Association at Louisville, Ky. 

Sept. 19-21—Pacific Assn. of Ad- 
vertising Agencies at Medford, Ore. 

Sept. 21-22—Tenth District, Ad- 
vertising Federation of America, at 
Houston, Texas. 

Sept. 29-Oct. 1—Insurance Adver- 
tising Conference at Milwaukee. 

Oct. 1-3—Direct Mail Advertising 
Assn. at Milwaukee. 

Oct. 6-8—Advertising Specialty 
Association at Chicago. 

Oct. 9-11—American Photo-En- 
gravers Association at Philadelphia. 

Oct. 19-21. New England District, 
A. F. A., at New Haven, Conn. 

Oct. 21-23—Outdoor Advertising 
Association of America at Milwau- 
kee. 


Oct. 22—Agricultural Publishers 
Assn. in Chicago. 


Oct. 23-24—Audit Bureau of Cir- 
culations in Chicago. 


Nov. 10-12. Association of Na- 
tional Advertisers at Washington, 
D. C. 


Justus Elected by 
Advertising Managers 


Rex Justus, advertising director 
of the Tulsa World. was elected 
president of the Mid-West Adver- 
tisine Managers’ Association at the 
association’s semi-annual convention 
at Kansas City last Monday. Mr. 
Justus succeeded J. J. McClellan, ad- 
vertising manager of the Joplin 
Globe and News-Herald. 


Other officers elected were Norris 
Ewing, advertising manager of the 
Amarillo News-Globe, vic e-presi- 
dent, and Julian Herndon, advertis- 
ing manager of the Little Rock 
Democrat, secretary-treasurer. The 
association’s next meetir~ will be 
held at Excelsior Springs, Mo., in 
February. 

The association’s membership com- 
prises advertising managers of the 
leading newspapers in eight states— 
Minnesota, Iowa, Nebraska, Kansas, 
Missouri, Arkansas, Oklahoma and 
Texas. 


fi 
Noted Artists in q 


Ayer Exhibition 


The third of this summer’s art exe 
hibitions in the Ayer Galleries om 
Washington Square, Philadelphia, ig 
a showing of 32 advertising illus 
trations. These paintings and draws 
ings were recently included in the 
ninth annual exhibition of the Art 
Directors Club in New York. Among 
them are 13 pictures which have re 
ceived the club’s awards. 


Among the artists whose work ap. 
peers in the exhibition are Rockwell 

ent, Everett Henry, J. W. William. 
son, Miguel Covarrubias and Car 
Erickson. Several of the paintings, 
although they were executed for 
commercial use, have attained wide 
distinction as works of pure art, 
notably Covarrubias’ picturizatiog 
of George Gershwin’s “An American 
in Paris.” 


Viewed as a whole, the group of 
32 illustrations affords striking evi- 
dence of the diverse moods of mod- 
ern advertising. Many of the works 
in which no article of merchandise 
appears, or in which it is scarcely 
visible, unmistakably suggest the 
merchandise by association and at- 
mosphere. They project the person 
ality, rather than the form, of the 
product for which they were con. 
ceived. 
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USERS TELL US: 


“To locate new markets for the 
sale of our machinery, and to 
select the most logical publication 
to reach the prospect in this in- 
dustry, we read and consult The 
Market Data Book.” 


“As a quick reference for facts 
on various markets we find The 
Market Data Book to be invalu- 
able and use it regularly.” 


“A very sound idea of tying up 
an analysis of publications along 
with market analysis ... You are 
accomplishing a valuable thing 
when you combine these two an- 
alyses under one cover.” 


“Our sales work must be care- 
fully planned due to the many 
lines in which our products may 
be used and we always refer to 
The Market Data Book for defin- 
ite information.” 


“We find this book of value in 
studying markets and as a refer- 
ence book for magazines which 
cover particular fields.” 


“We use The Market Data Book 
continually.” 


“We have been using The Mar- 
ket Data Book for the last three 
years almost continually and 
would not be able to get along 
without it.” 


“Of all the annual volumes per- 
taining to advertising, this publi- 


And a complete directory of business publications, 
grouped by fields covered, with essential informa- 
tion on rates, circulations, mechanical specifica- 


tions, etc. 


Every advertising and agency man needs this 
book at his elbow—every day! It saves time and 
energy—it incorporates market studies in every 
field of industry and business. It gives the user 
in one volume more vital data than a full tier of 


filing drawers. 


The new 1930 edition now is available. 
the coupon below for your FREE copy TODAY. 


>>>>>>>> HOW TO GET IT! 


Use this form in ordering your FREE copy of The Market Data Book 


in 1930 


In the press of competition for business in 1930, 
you need this information that will point your 
way to new markets, better outlets for your goods. 
Let The Market Data Book be your guide! 


In this single volume are figures on a hundred 
major fields—data on production, distribution, 
buying set-ups, buying seasons, developments 
Eb | affecting buying— 


Compiled from more than a thousand sources— 
Condensed into immediately available form— 
Indexed for easy reference— 


Authentic in every detail— 


Fill in 


cation is by far the most valuable 
extant from our standpoint.” 


“We have been using your Mar- 
ket Data Book for several years 
and find it of great help in map- 
ping out our advertising cam- 
paigns.” 

“We find data such as you have 
compiled invaluable to us.” 


“In constant use—a thorough] 
reliable reference book.” ’ 


“Has always been very helpful 
to us.” 


Class & Industrial Marketing, 
537 South Dearborn Street, ‘Chicago 


Please enter my subscription to 
Class & Industrial Marketing for 
one year, for which I enclose $2.00, 
and send me without charge one 
copy of the new 1930 edition of 
The Market Data Book. 
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